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Endekay  Dental  Health  Gum  is  a  unique  new  way  to  help  prevent  tooth  decay.  Recommended  by 
dentists  everywhere,  it's  created  a  fast  moving  new  category  of  dental  health  product  with  a  great  deal  of 
incremental  profit  for  you. 


If  you've  had  TV  support,  you'll  know  how 
sales  of  Endekay  Dental  Health  Gum  take  off! 
After  this  spring's  campaign  sales  tripled  in 
new  TV  areas,  with  many  pharmacies  selling 
more  than  12  packs  per  week. 


From  the  end  of  July,  our  £1  million 
national  equivalent  TV  campaign  rolls 
out  in  Central,  STV,  TSW,  HTV,  Tyne  Tees 
and  Grampian. 


With  6  out  of  10  customers 
repurchasing  each  week,  make 
sure  you're  well  stocked  to  meet 
continuing  demand! 
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Back  in  March  Independent  Chemists  Marketing  Ltd 
celebrated  15  years  of  trading  as  a  voluntary  group 
within  pharmacy  by  changing  their  name  to  Numark 
Management.  The  convention  in  Luxembourg  also  heard 
from  the  then  managing  director  Trevor  Dixon  that  a 
relaunch  of  Numark  was  in  the  offing.  Since  then  Numark 
and  Mr  Dixon  have  parted  company  so  any  new  moves  will 
be  down  to  his  successor,  Terry  Norris.  We  wish  him  well. 

When  the  trading  group  was  formed  in  1973  the 
objective  was  to  concentrate  the  buying  power  of 
independent  pharmacies  so  that  products  could  be 
promoted  to  consumers  at  competitive  prices.  Numark's 
aim  has  not  changed  but  the  climate  and  way  in  which  it 
trades  has.  Then  there  was  equal  retail  and  wholesale 
representation  on  the  ICML  board,  but  this  did  not  stand 
the  test  of  time.  With  so  many  interests  the  board  was 
sometimes  slow  to  move  and  the  NPA's  holding  was 
eventually  given  up.  Numark's  15- wholesaler  consortium 
has  had  stiff  competition  from  the  Vantage  and  Unichem 
concepts  with  their  own  label  and  promotional  packages.  All 
seek  to  tie  in  their  members  and  to  get  maximum  support 
for  their  marketing  and  promotional  efforts.  All  three  have 


prospered  but  AAH  and  Unichem  have  been  more 
successful  in  getting  their  message  across.  And  neither  the 
Unichem  share  scheme,  nor  the  Macarthy  retreat  from 
national  wholesaling,  can  have  helped  the  Numark  cause. 
Next  year,  if  Unichem  achieve  their  aim  of  going  public,  no 
doubt  Numark  will  be  in  the  vanguard  of  those  exploiting 
their  fall  from  grace  as  the  representative  wholesaler  for 
independent  chemists.  Will  "independent  wholesalers  for 
independent  chemists"  be  their  call? 

Mr  Norris  brings  to  the  managing  directorship  of 
Numark  a  boundless  enthusiasm  for  retailing,  much  in 
evidence  when  he  worked  for  the  photographic  group 
Sangers  as  commercial  director,  particularly  in  his  running 
of  their  voluntary  group,  Image.  His  office  was 
characterised  by  aggressive  promotion  of  the  group  and  its 
package  within  the  trade.  Numark  members  may  expect  to 
have  to  match  such  commitment  in  cash  or  kind  in  order  to 
realise  all  the  benefits  of  their  group. 

Pharmacists  will  look  to  see  if  Mr  Norris'  appointment 
will  herald  a  new  Numark  era  before  deciding  where  to 
place  their  business.  It  is  in  their  interests  to  have  a  choice, 
so  better  three  strong  groups  than  two. 
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NEWS 


PGC  first  with  PMRs  and 
home  service  pay 


The  Pharmaceutical  General 
Council  in  Scotland  has  agreed  a 
scheme  of  payment  for 
pharmacists  providing  services  to 
residential  homes  and  for  keeping 
patient  medication  records.  The 
PGC  is  hopeful  schemes  can  get 
off  the  ground  on  October  1. 

For  keeping  patient 
medication  records  for  over  50 
patients,  who  fall  into  the  category 
of  elderly  or  confused,  an  initial 
establishment  fee  of  £230  will  be 
paid.  There  will  be  an  annual 
allowance  of  £240  paid  for 


The  full  Pharmaceutical  General 
Council  will,  in  future,  meet  at 
least  twice  a  year,  with  more 
participation  from  those  attending 
through  workshops  and  general 
discussions. 

At  its  meeting  on  July  13,  the 
PGC  Standing  Committee 
considered  a  complaint  from  PGC 
members  that  there  was  '  'a  lack  of 
involvement".  The  Standing 
Committee,  in  agreeing  to  more 
frequent  meetings,  decided  that 
there  should  be  no  more  than 
three  in  a  year  because  of  the 
cost,  but  agreed  that  prior  to  the 
next  full  meeting  in  the  Autumn, 
members  will  be  circulated  for 
their  views  on  future 
remuneration  initiatives  with  the 
aim  of  discussing  them  then. 
Prepayment  certificates  The  Scottish 
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maintaining  the  records. 

For  services  to  residential 
homes,  the  Scottish  Home  and 
Health  Department  will  pay  an 
establishment  fee  of  £20,  plus  an 
annual  allowance  of  £125  for  each 
home  having  25  or  fewer  patients, 
with  an  additional  £5  per  patient 
payable  per  year  for  each  patient 
over  the  25  in  larger  homes. 

PGC  secretary  Dr  Colin 
Virden  says  that  details  of  training 
requirements,  a  Code  of  Practice, 
and  full  scheme  specifications  are 
being  finalised.  '  The  introduction 


Home  and  Health  Department  has 
turned  down  a  request  to  consider 
the  sale  of  prepayment  certificates 
by  pharmacies,  on  financial  and 
legal  grounds. 

Net  ingredient  cost  survey  The  SHHD 
has  given  an  undertaking  that  a 
method  of  adjusting  the  survey 
results  to  reflect  the  "typicality" 
of  the  survey  month  would  be 
agreed.  The  sample  chosen  will 
also  reflect  wholesaler  usage.  A 
pilot  survey  in  nine  pharmacies  is 
underway.  May  1989  was  agreed 
as  the  survey  month. 


Unichem's  annual  conference,  which  is 
being  held  this  year  on  Paradise 
Island,  Bahamas,  from  October 
2-8,  will  be  opened  by  the  acting 
governor-general  Sir  Henry 
Taylor. 


of  these  schemes  requires  minor 
amendments  to  regulations, ' '  Dr 
Virden  added,  "and  it  looks  like 
these  will  be  completed  in  time  for 
the  schemes  to  start  from 
October  1 . " 

For  England  and  Wales,  the 
Pharmaceutical  Services 
Negotiating  Committee  appears 
no  closer  to  a  resolution  of  the 
current  impasse  on  the  new 
services.  PSNC  is  still  awaiting  a 
sight  of  the  changes  to  the 
regulations  necessary  to 
introduce  payments. 

ICM  register 
practitoners 

The  Institute  for  Complementary 
Medicine  has  established  a  new 
register  for  practitioners  of 
complementary  medicine,  to  help 
maintain  standards. 

Before  being  accepted  on  to 
the  British  Register  of 
Complementary  Practitioners, 
these  "alternative"  therapists 
will  have  to  provide  evidence  of 
professional  training,  possess 
professional  indemnity  and  public 
liability  insurance  and  be  willing  to 
accept  the  demands  of  an  ethical 
committee.  Clinics  will  be 
inspected  at  regular  intervals. 

The  register  is  held  at  the 
Institute  for  Complementary 
Medicine  (tel:  01-636  9543). 


budgets 

From  April  1991  family  doctors 
will  receive  monthly  statements  to 
enable  them  to  monitor  their 
prescribing  budgets,  says  Health 
Secretary  Kenneth  Clarke. 

He  confirmed  that  the  ideal 
way  of  providing  information  at  all 
levels  to  operate  the  new  system 
was  an  enhancement  of  the 
existing  Prescribing  Analysis  and 
Costs  System  (PACT).  Feasibility 
studies  had  confirmed  that  PACT 
could  be  speeded  up  and  made 
more  comprehensive,  he  said. 

The  budgetary  statements  will 
normally  be  provided  no  more 
than  four  weeks  after  the  relevant 
prescriptions  were  dispensed. 
Existing  PACT  reports  will 
continue  to  be  provided. 

Mr  Clarke  gave  an  assurance 
that  the  Health  Department  would 
continue  to  hold  discussions  with 
interested  parties  before  deciding 
upon  the  detailed  contents  and 
format  of  the  reports  and  other 
associated  improvements. 

"We  shall  also  be  making 
available  PACT  data  aggregated 
at  FPC  level  to  all  FPCs  and 
regional  health  authorities  from 
August  1 ,  1989  to  enable  them  to 
prepare  for  indicative  prescribing 
budgets,"  said  Mr  Clarke.  He 
claimed  that  the  new  system 
would  remove  from  GPs  the 
paperwork  which  might  otherwise 
have  followed  the  introduction  of 
indicative  prescribing  budgets. 

Mr  Clarke  said  indicative 
prescribing  budgets  would 
acknowledge  that  some  patients 
and  groups  of  patients,  for 
example  the  elderly,  diabetics, 
and  patients  on  home  dialysis, 
need  a  greater  volume,  or  more 
expensive  drugs  than  others. 

"Budgets  will  fully  reflect 
these  costs.  There  will  be  no 
disincentive  for  practices  to 
accept  such  patients  or  to 
prescribe  expensive  medicines  to 
existing  patients  if  there  is  a 
clinical  need  to  do  so." 


The  Department  of  Health  has  no  plans 
to  phase  out  the  bleaching  of 
wound  dressings  and  incontinence 
products.  In  a  Commons  reply, 
Junior  Health  Minister  Roger 
Freeman  said  that  evidence  in  the 
recent  report  "Dioxins  in  the 
environment"  is  that  residue 
levels  of  dioxins  arising  from 
bleaching  are  "at  the  levels  of 
detection  and  pose  no  risk  to 
patients".  Mr  Freeman  said  that 
bleaching  is  necessary  to  make 
cotton  absorbent. 
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Full  PGC  to  meet  more  often 


Scotland  closes  cost  plus 
with  £0.9m  lump  sum 


The  last  rites  of  the  cost-plus 
contract  in  Scotland  will  be 
celebrated  with  a  lump  sum 
payment  of  around  2.5p  per 
prescription  on  prescriptions 
dispensed  by  each  pharmacy  in 
1988-89. 

Pharmaceutical  General 


Council  chairman  Graeme  Millar 
says  the  Standing  Committee 
reviewed  a  number  of  possible 
methods  of  apportioning  the  total 
sum  of  money  —  around  £900,000 
-  and  decided  that  the  fairest 
method,  and  the  one  which  will  get 
the  money  to  contractors  as 


quickly  as  possible,  is  one  where 
payments  are  related  to 
prescription  numbers.  Payments 
are  expected  to  be  made  in 
October. 

Good  news  of  a  similar  nature 
is  expected  for  England  and  Wales 
in  the  very  near  future. 


API  wants  place  in  Euro-talks 
on  parallel  imports 


The  Association  of 
Pharmaceutical  Importers  says  it 
should  be  involved  in  any 
discussions  between  the 
Medicines  Control  Agency  and 
the  European  Commission  on 
future  requirements  for  parallel 
importing  licences. 

Chairman  John  Barker  has 
written  to  the  MCA  saying  that 
the  API,  as  the  representative 
body  of  the  majority  of 
organisations  undertaking 
distribution  of  EEC-manufactured 
pharmaceuticals,  believes  that  in 
the  interests  of  its  members  and 


the  eventual  users  of  the 
medicines,  it  should  be  involved  in 
talks.  Mr  Barker  told  C&D  that 
representatives  of  the  Association 
of  the  British  Pharmaceutical 
Industry  and  the  Royal 
Pharmaceutical  Society  have  been 
invited  to  attend. 

Mr  Barker  says  in  his  letter: 
"The  Association  agrees  with  all 
professional  bodies  that  expect 
controls  to  ensure  compliance 
with  existing  regulations,  but 
would  be  likely  to  resist  further 
restrictions  should  they  restrict 
trade  in  PL(PI)  products." 


Over  8,000  PL(PI)s 
requested  since  1984 


Since  1984,  the  Department  of 
Health  Licensing  Division,  now 
the  Medicines  Control  Agency, 
has  received  over  8,000 
applications  for  PL(PI)  licences  or 
variation  applications  for  licences. 

In  its  latest  report,  the  MCA 
says  that  up  to  the  end  of  May,  it 
had  cleared  3,225  new 
applications  (74.5  per  cent  of  the 
4,331  total)  with  2,075  licences 
issued  (64  per  cent  of  those 
cleared).  Some  3,238  variations 
have  been  cleared  (87. 1  per  cent 
of  the  3,718  total),  with  2,651 
variations  granted  (81.9  per  cent 
of  those  cleared). 
■  The  latest  figures  from  the 
Medicines    Control  Agency 


suggest  a  further  slow-down  in 
the  processing  of  applications  for 
new  product  licences.  In  the  three 
months  to  the  end  of  March,  the 
average  time  taken  for  the 
granting  of  a  new  licence  for  an 
established  drug  was  34  months 
for  those  referred  to  the 
Committee  on  Safety  of 
Medicines  and  16  months  for 
those  not  referred,  compared  to 
29  months  and  15  months 
respectively  for  the  full  12  months 
to  the  end  of  March.  The 
workload  on  the  MCA  is  currently 
such  that  the  Agency  has  had  to 
simplify  the  process  of  notification 
of  product  licence  renewals  to  a 
letter. 


Minoxidil  beats  FDA  ban 

The  US  Food  and  Drugs  Admini-  FDA.  According  to  the  FDA, 
stration  has  banned  the  sale  of  nothing  applied  to  the  hair  shaft 
non-prescription  hair  creams  and 
lotions  that  claim  to  grow  hair  or 
prevent  baldness.  A  2  per  cent 
solution  of  minoxidil  (Upjohn's 
Regaine)  is  the  only  product  for 
hair  regrowth  approved  by  the 


once  it  emerges  from  the  surface 
of  the  scalp  will  influence  hair 
growth.  The  FDA  also  stressed 
thai  there  is  noevidence  that  oral 
products  retard  baldness  or  grow 
hair. 


Temgesic 
control  a  step 
closer 

Buprenorphine  and  pemoline  took 
a  step  closer  to  being  controlled 
under  the  Misuse  of  Drugs  Act 
1971,  when  an  Order  adding  the 
two  to  the  Act  was  approved  by 
the.House  of  Lords  last  week. 

Home  office  spokesman  in  the 
Lords,  Lord  Arran,  said  the 
Government  was  worried  by 
increasing  illicit  use  of 
buprenorphine,  most  prevalent  in 
Scotland  and  other  areas  where 
heroin  was  in  short  supply.  '  'This 
has  led  to  a  disturbing  incidence  of 
thefts  from  chemist  shops  and 
pharmaceutical  warehouses," 
Lord  Arran  said. 

He  added  that  while  there  was 
little  evidence  of  pemoline  abuse 
in  the  UK,  the  Government  had  an 
obligation  to  support  worldwide 
control. 

The  two  drugs  will  be  added  to 
Class  C  of  Schedule  2. 

Lord  Arran  said  the  Home 
Secretary  would  look  to  introduce 
the  legislation  by  the  end  of 
September. 


I§  plans  to 
regulate 
cholesterol 
tests 

There  are  no  plans  to  regulate  the 
sale  and  use  of  over-the-counter 
cholesterol  testing,  nor  has  the 
Department  of  Health  issued  any 
guidelines  on  the  use  of  such 
tests,  says  Junior  HeaJth  Minister 
Roger  Freeman. 

Mr  David  Alton  (SLD)  had 
called  for  a  statement  on  the  steps 
being  taken  to  establish  the 
accuracy  of  over-the-counter 
tests  for  blood  cholesterol  levels. 

Mr  Freeman  said  the 
Department  was  funding 
laboratory  and  clinic  evaluations  of 
the  two  most  commonly  used 
machines  for  measuring  blood 
cholesterol  levels  in  the  UK. 

The  work,  by  Mr  Peter 
Broughton  of  the  Wolfson 
Research  Laboratories, 
Birmingham,  includes  accuracy 
testing,  and  an  investigation  of 
performance  variation  when 
carried  out  by  skilled  and  non- 
laboratory  trained  operatives 

Mr  Freeman  said  the  final 
report  would  be  available  by  the 
end  of  the  year:  "We  have  invited 
the  Standing  Medical  Advisory 
Committee  to  advise  on  the  cost 
effectiveness  of  wider  cholesterol 
testing  in  the  prevention  and 
treatment  of  heart  disease." 


Vantage  are  introducing  a  show 
material  package  for  their  Super 
Vantage  members  comprising 
directional  point  of  sale  display 
cards  and  display  cubes.  The 
cubes  are  available  in  eight 
designs.  AAH  Pharmaceuticals 
Ltd.  Tel:  0928  717070. 


Past  president  of  the  Ulster  Chemist  Association  and  Numark 
pharmacist  Robin  Holliday  from  Lisburn,  co  Down  was  one  o)  the  first 
prize  winners  in  Numark 's  crystal  anniversary  draw.  Mr  Holliday  is 
pictured  being  presented  with  part  of  his  prize  by  Numark  and  Haydock 
director  Jim  McMaster,  watched  by  Haydock 's  Numark  development 
manager,  Jim  Malcolm  (left)  and  Haydock  director,  Tun  Hutchinson 
(right) 
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NEWS 


Clarke  presses  on  with 
GP  service  reform 


Mr  David  Mellor,  the  Health  Minister,  said 
shortlisting  for  90  FPC  general 
manager  posts  was  virtually 
complete  and  a  number  of 
appointments  had  actually  been 
made. 

Northern  Ireland  chemists  and 

appliance  suppliers  dispensed 
1,239,740  prescriptions  (754,020 
forms)  during  March  at  a  gross 
cost  of  £7,869,425.75  (£6.35  per 
prescription).  The  total  number 
dispensed  in  the  year  to  March 
was  14,508,085  at  a  gross  cost  of 
£90,096,378.90  and  gross  cost 
per  prescription  £6.21 . 

Scottish  pharmacists  dispensed 
3,495,016  prescriptions  in  March 
at  a  gross  cost  of  £22 ,329, 1 54 . 59 
(£20,878,492.39  net).  The  gross 
cost  per  prescription  was  £6.39  of 
which  the  ingredient  cost  was 
£5.12.  Appliance  suppliers 
dispensed  a  further  3,442 
prescriptions  at  a  gross  cost  of 
£152,310.58. 

Scottish  Health  Minister  Michael  Forsyth 

has  approved  two  more  needle 
exchange  schemes  in  the 
Edinburgh  area  to  help  prevent 
the  spread  of  AIDS  among  drug 
addicts.  One  will  be  in  the  city 
centre  and  the  other  a  mobile  unit. 
The  Lothian  Health  Board  already 
runs  two  exchange  schemes  in 
Edinburgh. 

American  company  Advanced  Medical 
Technologies  say  they  have  received 
a  UK  "approvable"  letter  from 
the  Department  of  Health  for  a 
prostaglandin  E2vaginal  pessary 
using  the  Contrax  delivery 
system.  They  expect  that  the 
pessary  will  be  marketed  as 
Porpess  by  Roussel  Laboratories 
later  this  year.  The  pessary,  for 
dilation  and  softening  of  the  cervix 
during  birth,  uses  a  controlled 
release  system  developed  by 
Controlled  Therapeutics. 

Heinz  are  investigating  another  alleged 
contamination  of  babyfood.  A  lady 
in  Oldham  claims  to  have  found 
glass  in  a  tin  of  egg  and  bacon 
breakfast  while  feeding  her  baby 
grand-daughter.  A  Heinz 
spokesman  said  the  samples  are 
now  being  analysed  by  an 
independent  analyst  but  the  glass 
was  not  the  type  used  by  Heinz  in 
manufacturing. 

The  British  Migraine  Assocation  has 

updated  its  information  leaflet 
entitled  "Feverfew  for  long-term 
prevention  of  migraine  and  other 
recurrent  headaches".  The 
Association  says  it  has  received 
more  letters  requesting  further 
information  about  feverfew  than 
for  any  other  aspect  of  migraine. 
Pharmacists  can  receive  a  free 
copy  by  writing  to:  Feverfew 
information  leaflet.  British 
Migraine  Association,  178a  High 
Street,  Bvfleet,  Surrey  KT14 
7ED. 


Health  Secretary  Kenneth  Clarke 
is  to  press  ahead  with  his  new 
contract  for  GPs. 

Following  last  week's  ballot,  in 
which  82  per  cent  of  GPs  voted, 
Mr  Clarke  said  that  he  would  lay 
down  regulations  in  the  Autumn 
for  an  April  1  start  date  next  year. 

Mr  Clarke  said  he  saw  no 
reason  to  re-open  the  negotiations 
in  which  "both  sides  made 
concessions  they  might  not 
otherwise  have  done  in  order  to 
secure  a  fair  deal". 

GPs  negotiators  leader  Dr 
Michael  Wilson  called  on  Mr 
Clarke  to  talk  again,  warning  of 
early  retirements  increasing,  GP 
recruitment  falling  and  services  to 
patients  starting  to  deteriorate  if 
the  new  contract  was  imposed. 

Chief  among  the  GPs'  concern 
is  the  new  contract's  greater 
emphasis  on  capitation  fees,  which 
they  say,  lead  to  larger  list  sizes 
and  less  time  for  patients,  a  view 
dismissed  by  Mr  Clarke  as 


The  combination  of  captopril  and  a 
thiazide  diuretic  is  a  logical  one, 
says  the  Drug  and  Therapeutics 
Bulletin.  However,  the 
Consumers'  Association 
publication  is  less  convinced  of  the 
rationale  for  fixed  combination 
products  like  Acezide  orCapozide, 
the  50mg  captopril  and  25mg 
hydrochlorothiazide  combinations 
from  Duncan  Flockhart  and 
Squibb. 

The   Bulletin   says  that 


Regent  Laboratories  are 
reintroducing  co-danthramer 
(danthron  and  poloxamer) 
suspensions  in  the  UK  under  the 
brand  name  Codalax.  The  co- 
danthramer  combination  has  been 
missing  since  March  1987  when 
Riker  surrendered  their  product 
licences  for  Dorbanex  after  a 
Japanese  study  revealed  an 
association  in  rats  and  mice 
between  long-term  administration 
and  intestinal  and  liver  tumours. 

Regent  say  the  withdrawal  of 
Dorbanex  left  a  gap  in  the 
treatment  of  constipation, 
particularly  in  the  terminally  ill 
receiving  opiate  therapy,  since  no 
alternative  has  proved 
satisfactory. 

Regent's  technical  director 
Bob  Richards  says  the  Japanese 
evidence  was  not  complete,  and 


"totally  illogical". 

In  seeking  to  overturn  the  new 
contract  for  GPs  agreed  by  its 
negotiators,  the  BMA  was 
"damned  near  anarchy",  Mr 
Clarke  told  the  Commons  on 
Tuesday. 

He  ruled  out  any  process 
involving  fresh  concessions  on 
every  major  point,  insisting  that 
this  could  only  result  in  a  contract 
so  dominated  by  the  interests  of 
GPs  that  the  objective  of  a 
performance  related  contract 
giving  incentives  to  a  higher 
standard  of  care  for  patients  would 
not  be  achieved. 

Mr  Clarke  disclosed  that  he 
had  made  one  conciliatory  gesture 
by  agreeing  to  extend  the  deadline 
for  the  formal  response  to  draft 
regulations  to  August  15  —  the 
date  suggested  by  the  BMA.  He 
undertook  to  consider  again  the 
timetable  for  further  progress  in 
the  light  of  the  formal  response 
made  by  the  BMA. 


captopril  attenuates  the 
hypokalemic  and  hyperuricaemic 
effects  of  the  thiazide,  but  it  is 
regarded  by  many  as  only  a 
second  or  third  line  treatment.  Its 
starting  dose  is  usually  given  twice 
a  day.  The  combined  tablets,  for 
once  daily  dosage,  have  a  fixed 
proportion  which  fits  few  patients, 
and  "no  advantages  have  been 
shown  which  justify  the 
combination's  extra  cost,"  the 
Bulletin  says. 


involved  giving  500  times  the 
human  dose  to  rodents 
throughout  their  lifetime.  Even  at 
the  time,  Riker  said  their  was  no 
evidence  of  any  human  risk.  The 
licences  granted  to  Regent  limit 
use  of  Codalax  and  Codalax  Forte 
to  geriatric  patients,  the 
treatment  of  analgesic  induced 
constipation  in  the  terminally  ill, 
and  for  constipation  in  serious 
heart  disease. 

Both  products  are  described 
as  identical  in  formulation  and 
similar  in  taste  and  appearance  to 
the  products  withdrawn  in  1987. 
They  are  POM,  following  a 
change  in  classification  for 
danthros  last  vear. 

Mr  Richards  told  C&D  that 
wholesalers  are  holding  stocks. 
An  announcement  will  be  made  to 
doctors  in  the  coming  week. 


New  Health 
Minister  from 
the  Lords 

Lord  Trafford  was  summoned 
from  the  Conservative 
backbenches  in  the  Lords  on 
Monday  afternoon  to  be  told  that 
he  had  been  appointed  Minister  of 
State  for  Health. 

Lord  Trafford,  57,  is  a 
physician  and  the  son  of  a  doctor, 
and  was  Ton'  MP  for  The  Wrekin 
from  1970-74. 

His  entry  into  the  Department 
of  Health  with  ministerial  rank  is 
seen  as  a  belated  recognition  by 
the  Government  that  there  are 
times  when  a  less  combative 
approach  than  that  shown  by 
Kenneth  Clarke  and  David  Mellor 
is  needed. 

Despite  the  most  wide- 
ranging  reshuffle  of  her 
premiership,  Mrs  Thatcher  has 
left  the  rest  of  her  Department  of 
Health  team  intact.  But  with 
Health  Secretary  Kenneth 
Clarke,  Minister  David  Mellor  and 
Junior  minister  Roger  Freeman 
deeply  embroiled  in  arguments 
with  GPs  and  other  NHS 
workers,  not  to  mention  the 
Opposition,  over  the  future  of  the 
NHS,  the  lack  of  change  is  not 
seen  as  a  surprise. 
■  There  was  promotion 
however,  for  former  Health 
Minister  Tony  Newton.  The 
Department  of  Trade  and 
Industry  number  two  to  Lord 
Young  gets  his  own  Department, 
Social  Services,  where  he 
replaces  John  Moore. 

There  was  no  return  to  the 
Government,  however,  for 
former  Junior  Health  Minister 
Edwina  Currie,  who  stays  on  the 
backbenches. 

Boots  catch 
'em  young 

Boots  have  become  one  of  the 
first  retailers  to  nationally 
introduce  a  structured  and  formal 
work  experience  programme  for 
young  people,  announced  last 
week. 

Under  the  scheme  15  and  16 
year  olds  in  their  last  year  of 
compulsory  education  will  have 
two  weeks  of  work  experience 
before  leaving  school.  Boots  say  a 
total  of  4,000  students  are 
expected  to  take  part  each  year. 

At  the  same  time  teacher 
placements  are  also  being 
introduced  at  Boots  to  give 
teachers  an  insight  into  retailing 
and  experience  of  business  to  take 
back  to  the  classroom. 


Captopril  combinations 


Co-danthramer  is  back 
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Vets  to  lose 
40pc  of 
drugs? 

Veterinary  surgeons  could  lose  up 
to  40  per  cent  of  the  medicines 
they  use,  as  a  result  of  companies 
not  renewing  their  product 
licences.  The  British  Veterinary 
Association  is  concerned  about 
the  decline  in  the  number  of 
licensed  veterinary  medicines  and 
increasingly  hostile  reactions  to 
these  products  in  some  parts  of 
the  European  Community. 

Dr  David  Miller,  chairman, 
BVA's  medicines  committee, 
commented  last  week.  "It  is  time 
that  commonsense  prevailed. 
There  is  little,  if  any,  evidence 
that  the  majority  of  medicines 
used  to  treat  livestock  pose  any 
threat  to  human  health  when 
properly  used.  However,  a 
proposed  European  Directive 
could  impose  a  two  year 
moratorium  on  all  new  products 
which  could  be  construed  as 
improving  the  efficiency  of 
livestock  production . ' ' 

C&D  Price 
List  adds  fax 

A  new  service  has  been  added  to 
the  Chemist  &  Druggist  monthly 
Price  List  —  facsimile  (fax) 
numbers  for  manufacturers  and 
distributors. 

From  the  August  edition,  fax 
numbers  will  be  added  to 
addresses  and  telephone  numbers 
in  Section  1  of  the  List.  Where 
there  are  alternative  lines,  the 
number  for  orders  is  shown. 

Facsimile  transmission  is  fast 
becoming  a  standard  means  of 
business  communication,  and  the 
National  Pharmaceutical 
Association  will  shortly  be  offering 
its  members  a  special  deal  on  a 
machine  suitable  for  community 
pharmacy  use.  C&D  subscribers 
who  take  up  the  offer,  or  already 
have  their  own  equipment,  can 
thus  immediately  have  direct 
access  to  many  of  their  suppliers 
by  referring  to  the  Price  List. 

Two  guides  from  the  European 
Communities  Commission  on  rules 
governing  medicinal  products  in 
the  European  Community  are 
now  available  Irom  Her  Majesty's 
Stationary  Office:  "Vol  3. 
Guidelines  on  the  quality,  safety 
and  efficacy  of  medicinal  products 
for  human  use."  24X  pages, 
£15.25,  and  "Vol  4.  Guide  to  good 
manufacturing  practice  for 
medicinal  products."  92  pages, 
£6.75. 


TOPICAL  Ri 


Local  view 
of  Council 


Last  week  the  Working 
Party  Report  on  the 
constitution  and  working  of 
the  Pharmaceutical  Society 
Council  was  published.  It 
appears  to  have  paid  scant 
regard  to  the  views  of  the 
Council  member  Mrs  June 
Nicholson,  who  initiated  the 
process  of  self  examination. 
In  my  view  Council 
members  would  be  better 
elected  on  a  local  basis  as  a 
means  of  gaining  some 
personal  contact  with  working  members. 

I  don't  see  vast  problems  in  ensuring 
specialist  interests  are  safeguarded,  so 
long  as  when  matters  concerning  those 
interests  come  before  Council, 
representatives  are  available  to  put  their 
views.  I'm  not  happy  with  the  report.  It  is 
too  comfortable  by  far.  Whether  Council 
likes  it  nor  not,  it  is  seen  to  be  remote. 
The  present  mode  of  election,  with  its 
ridiculous  inhibitions  on  publicity,  is  almost 
guaranteed  to  ensure  we  never  get  to 
know  our  candidates  except  via  the 
'  'normal  list" .  If  we  want  change  we  have 
to  write  to  the  secretary  of  the  Society. 

Comeback 

You  may  have  noted  the  come-back  in  the 
"PSNC  News"  to  my  disparaging 
comment  on  the  advice  they  apparently 
offered  regarding  the  dispensing  of 
calendar  packs.  It  gives  a  better 
explanation  than  we  had  before  and  shows 
how  the  present  absurd  situation  arose. 
Secretary  Stephen  Axon  makes  it  clear 
PSNC  does  not  advocate  supplying  more 
than  a  doctor  has  prescribed,  where  to  do 
so  would  negate  the  doctor's  intentions  or 
make  problems  for  the  patient,  or  be 
contrary  to  professional  commensense. 
PSNC  decries  the  official  incapacity  to 
make  the  one  simple  ruling  which  would 
solve  the  problem.  Until  then,  I  regret  I 
shall  continue  to  cut  up  rough  —  but 
neatly,  or  course. . . 


Share  out 


Macarthy  are  taking  a  new 
court  action  against 
Unichem  and  its  revised 
share  scheme.  While  it  is 
not  surprising,  I  can't  help 
,  /  feeling  they  are  pouring 
A  good  money  after  bad  with 
AAH  happily  sitting  on  the 
sidelines.  With  the  prospect 
of  Unichem  becoming  a  pic, 
I  suppose  the  Monopolies 
and  Mergers  Commission 
will  prevent  AAH  from 
buying? 

On  a  more  mundane 
level,  a  letter  from  P. 
Holman  of  Bexleyheath, 
pointed  out  that  Unichem  have  once  again 
"improved"  their  members'  trading 
terms  with  a  10  per  cent  gain  now  on 
purchases  over  £10,000  a  month.  He 
suggests  members  spending  less  than 
£10,000  will  lose  £20  a  month,  and  will 
have  to  spend  £12,000  merely  to  match 
existing  terms!  Odd  how  this 
improvement  appears  as  though  it  will 
cost  some  members  £240  a  year,  if  Mr 
Holman  is  correct. 


Cameo 


She's  87.  Ex-Stepney.  Ridiculous  hat, 
bright  beaming  glasses,  and  trails  a  wee 
dog  attached  to  what  looks  like  a  tape 
measure.  We  tease  her  that  it  is,  so  she 
can  measure  the  amount  of  exercise  she 
gives  her  dog.  Her  shopping  is  social  and 
we  love  it.  She  told  us  she  was  gardening 
the  other  day  —  kneeling  on  a  'assock, 
putting  this  little  plant  in.  It  was  rotten. 

All  the  people  going  past  said:  "Wot 
yer  doing?"  Made  her  neck  quite  stiff 
from  looking  up.  In  the  end  she  told  one 
she  was  digging  to  find  Australia.  Finally 
a  man  asked  yet  again.  '  'Tryin '  to  commit 
suicide! ' '  she  said,  only  to  find  it  was  her 
doctor,  who  told  her,  at  87,  she  "didn't 
oughta  garden." 

He  made  her  promise  to  take  her 
paracetamol,  since  she  refused  the  other 
more  potent  analgesics  as  they  made  her 
feel  funny.  But  these  paracetamol? 
"They're  all  right,  you  know."  And  so  is 
she! 
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Sunny  times 
for  Red 
Kooga 

In  a  joint  exercise  with  The  Sun 
newspaper,  English  Grains 
Healthcare  are  staging  what  they 
believe  to  be  one  of  the  largest- 
ever  consumer  promotions  for  a 
health  supplement  product.  The 
company's  Red  Kooga  ginseng 
brand  will  feature  in  a  three  week 
long  promotion  worth  £500,000  in 
publicity  terms,  they  say. 

An  open-ended  sampling  offer 
will  invite  The  Sun's  4  million 
readers  to  collect  four  numbered 
vouchers  during  "Ginseng  week" 
and  then  write  in  for  a  free  14-day 
pack  of  Red  Kooga  ginseng 
capsules. 

The  promotion  will  run  during 
the  week  commencing  Monday 
July  31 ,  with  advance  publicity  in 
the  preceding  Saturday  issue.  It 
will  be  backed  by  a  nationwide 
campaign  of  1,300  Adshel  sites, 
including  prime  backlit  units,  and 
by  full-colour,  double  crown 
posters  in  all  newsagents. 

The  first  double-page,  colour 
spread  —  prominently  flagged  on 
Monday's  front  page  ■  -  will 
feature  actress-model  Jilly 
Johnson,  who  thanks  Red  Kooga 
ginseng  for  her  newly-rejuvenated 
lifestyle. 

"We  hope  stockists  will 
exploit  this  market  expansion 
strategy,  by  merchandising  Red 
Kooga  effectively,  both  during  and 
after  The  Sun  promotion,"  says 
English  Grains  Healthcare's 
managing  director,  Robert  Smith. 
English  Grains  Healthcare.  Tel: 
0283221616. 

Wassen  international  are  planning  an 
advertising  campaign  for  their 
Magnesium-OK  health 
supplement  in  the  Autumn.  A 
promotional  campaign  is  currently 
underway.  The  company  claims  a 
trial  conducted  by  Dr  Michael 
Bush,  co-chairman  of  the 
Premenstrual  Society,  showed 
that  of  103  women,  71 .8  per  cent 
taking  Magnesium-OK  over  a  one 
to  three  month  period  showed 
some  relief  from  the  problems  of 
PMT.  Wassen  International  Ltd. 
Tel:  0372379898. 


Faberge  seal  it 
with  a  Kixx 


Faberge,  best  known  in  the  mass 
market  for  Brut,  are  launching 
Kixx,  a  fragranced  shampoo  range 
aimed  at  teenagers,  at  the 
beginning  of  October. 

The  company  claims  it  is  the 
first  shampoo  designed  for  12-19 
year  olds  boys  and  girls.  Packed  in 
plastic  tubes  with  flip  top  caps  and 
designer  graphics,  the  energising 
shampoo  comes  in  four  fragranced 
variants,  ritzy,  hot  tropics,  rugged 
herbal  and  cool  mint,  in  four 
pearlised,  pastel  shades. 

Kixx  has  an  introductory  offer 
price  of  £1.09  for  200ml  (rrp 
£1.25).  The  launch  will  be 
supported  by  a  Press  and  radio 


campaign  starting  in  October 
using  teenage  media  including /ws^ 
17,  Jackie,  Muz  and  Smash  Hits 
and  the  Network  Chart  Show. 
Merchandising  includes  window, 
counter  and  gondola-end  cards 
and  shelf  strips. 

Faberge  say  the  shampoo 
market  was  worth  £145. 4m  in  the 
year  ending  January/February 
1989,  an  increase  of  7.9  per  cent 
in  value.  Shampoo  formed  the 
largest  segment  at  30.5  per  cent, 
but  says  brand  manager  Bill 
Hicks,  "there  is  no  shampoo 
which  reflects  the  changing  active 
lifestyles  of  young  people". 
Faberge  Inc.  Tel:  01-784  8000. 


Brut  keeps  up  its  profile 


Advertising  support  for  Faberge"  s 
Brut  range  is  being  maintained  at 
the  planned  level  of  £1.8  million 
this  year,  despite  speculation 
following  the  Unilever  acquisition, 
says  the  company. 

The  Summer  has  seen  a 
£650,000  campaign  on  both  radio 
and  television,  including 
networked  radio  packages  and 
campaigns  in  five  key  regions 


(Central,  Scottish,  Tyne  Tees, 
Granada  and  Yorkshire).  Around 
£lm  of  advertising  is  planned  for 
the  pre-Christmas  period. 
Faberge  Inc.  Tel:  01-784  8000. 

Montagne  Jeunesse  say  that  Addis 
have  taken  on  the  sole  UK 
distribution  of  their  cruelty-free 
range  of  toiletries  and  cosmetics. 
Addis  Ltd.  Tel:  0992584221. 


Christian  Dior 
create 
Ambiance 

Christian  Dior  are  introducing  a 
new  range  of  products,  on  sale 
from  the  beginning  of  September. 

The  Ambiance  range  produces 
a  look  which  is  described  as  "soft 
yet  sophisticated  giving  a  subtle 
and  sober  elegance".  It  consists 
of  eyeshadow  duos  (£11.50) 
praline/liquorice  and  cafe/creme 
which  each  have  a  deep  shade 
paired  with  a  light  shade.  There  is 
a  new  kohl  crayon  (£5.50)  in 
marine  blue,  four  shades  of 
lipsticks  (£7.50)  and  nail  enamels 
(£6.95).  These  shades,  suprime, 
velours,  ambiance  and  holiday  red 
are  said  to  harmonise  perfectly 
with  next  season's  colours. 

Also  for  eyes  is  Mist,  a  five- 
colour  palette  (£19.50)  of  matte 
colours.  These  are  brown,  black 
cloudy  violet,  smokey  grey  and 
dune. 

Blush  Final  (£14)  is  a  powder 
blusher  in  six  shades  —  natural, 
soft,  luminous,  contour,  attractive 
and  subtle.  New  manufacturing 
techniques  produce  what 
Christian  Dior  call,  a  "high 
performance  combination  of 
translucence  and  softness, 
together  with  a  powder  which  is 
totally  homogenous  and  which  has 
brilliant  staying  power".  Blush 
Final  comes  in  a  sleek  mirrored 
compact  in  the  Dior  haute  couleur 
livery  of  blue  and  gold,  with  an 
"easy  to  handle"  brush.  Parfums 
Christian  Dior  (UK)  Ltd.  Tel: 
0273515021. 


Bikini  Bare 
depilatory 

Newton  Chemical  are  launching 
Bikini  Bare  french  foam,  a 
depilatory  for  the  legs,  underarm 
and  bikini  area  in  an  ozone  friendly 
dispenser  (5oz  £3.45). 

Bikini  Bare  french  foam 
contains  aloe  and  collagen,  and  is 
said  to  be  pleasantly  scented  and 
easy  to  apply.  Distributors, 
Fanllon  Ltd.  Tel:  04023  71136. 
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THE 
LIGNOCAIN 


Bradosol 
Plus 


WITH  LOCAL  - 
ANAESTHETIC 


•  QUICKLY  NUMBS  SORE  THROAT  PAIN 

•  COATS  THE  THROAT 

•  HELPS  FIGHT  INFECTION 


=BradosoI 


-SOOTHES 

-SORE THROATS 

■ 

•  ANTIBACTERIAL  HGHTS  INFECTION 
>  SMOOTH,  THROAT  COATING  ACTION 
»  MENTHOL  AND  EUCALYPTUS  FLAVOUR 

«   24  lozenges 


24  lozenges 


C  I  B  A 


C  I  I!  A 


Rapid  relief  of  'painful  to  swallow"  sore  throats. 

Bradosol  Plus  is  the  first  sore  throat  lozenge  to  include  the  topical 
anaesthetic  Lignocaine  Hydrochloride.  Lignocaine  has  a  rapid  onset 
of  action  that  has  been  widely  used  by  throat  specialists  to  ease  pain. 


C  I  B  A 
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TOG 

WE'RE  THE  CUSTO/V 


HER 

R'S  FIRST  CHOICE 


G   R   E   T  T 


READERS 


Independent  research 
by  Gallup  proves  it. 

Sixty  three  per  cent  of 


jsively  FOR  the  pharmacist     potential  customers  see 
the  pharmacist  as  their  first  choice  for  quality  and  value  in 
reading  glasses. 

Yet  Grett  Easi  Readers  is  the  only  brand  developed 
exclusively  for  the  pharmacy  market. 

A  market  where  reputations  demand  nothing  but  the 
best. 

Specially  designed  for  the  UK,  using  grade  'A' 
lenses  and  prescription  quality  frames,  Easi  Readers  offer 
exceptional  value  at  just  £1 4.95  a  pair. 

Our  space  saving  merchandiser  containing  six 
modern  styles  in  six  different  strengths,  provides  ample 
choice  without  giving  an  unnecessarily  high  inventory 

Only  made  possible  by  our  fast  and  efficient 
repeat  order  delivery  service  from  nationwide 
wholesalers. 

Deliberately  chosen  to  reflect  the  honesty  i 


putting  quality  reading  glasses  where  the  consumer  expects 
them  to  be,  in  the  pharmacy. 

If  you'd  like  to  add  your  name  to  the  list  and  enjoy 
genuine  high  profit  margins  and  fast  stock  turn,  phone  or 
write  to  the  UK's  leading  specialists  in  reading  glasses  at 
the  address  below. 

Together  we'll  keep  the  pharmacy  the  customer's  first 
choice  for  reading  glasses. 

A  SAFE,  EASY  3 

SOLUTION 


TO  READING 

SMALL 

PRINT 


/  \S/W  ^    f'Ut LY CiLfARANTEM 

VW  -M>1K\ 


%  READING  GLASSES 


and  integrity  of  the  brand,  Henry  Cooper  has  j  BjfeM^  ^C,™.^o^J£J^£^  ^^XKIAIH RS 


already  taken  the  Easi  Readers  name  into 
millions  of  homes  all  over  the  UK. 


Grett  Optik  UK  Ltd.,  FREEPOST,  2  Southernhay  West, 
Exeter,  Devon  EX1  1AZ.       Telephone  (0392)  70999 


Our  whole  page  advertisements  in  TV  Times  hcve 
directed  the  consumer  to  their  nearest  pharmacy  by  listing 

our  stockists  in  each  TV  region.  GRETTf 

A  list  which  has  grown  dramatically  with  every  insertion,  SWEDEN'S  LEADING  NAME  IN  QUALITY  READING  GLASSES 


COUNTERPOINTS 


Scholl  expand 
healthcare  portfolio 


Scholl  Consumer  Products  and 
Bayer  UK  Ltd  have  signed  an 
agreement  for  Scholl  to  take  over 
the  responsibility  for  the  sales, 
marketing  and  distribution  of  the 
Natrena,  Sionon,  Limmits  (under 
licence  from  Pfizer),  SOS  Glass 
Works  and  Autan  brands. 

This  development  is  in  line 
with  Scholl's  strategy  of 
strengthening  their  healthcare 
portfolio  with  product  ranges 
which  complement  existing 
business,  they  say. 

Natrena  is  a  leading  table  top 
sugar  substitute  in  Europe  and,  in 
a  UK  market  worth  £32m  holds  a 
10  per  cent  volume  share;  Autan 
accounts  for  over  50  per  cent  of 
the  UK  insect  repellent  market; 
Sionon  is  the  number  one  diabetic 


food  range  in  Europe  and  accounts 
for  8  per  cent  of  the  UK  market, 
claim  Scholl.  Limmits  is  a  strong 
brand  in  the  £8. 4m  meal 
replacement  market  with  an  18 
per  cent  share. 

These  brands  join  Coppertone 
and  Hartz  Petcare  and  the  dietary 
fibre  range  Vita  Fiber  in  Scholl's 
new  product  division. 

The  change  comes  as  result  of 
Bayer's  decision  to  fold  their 
consumer  products  division.  Self- 
medication  products  such  as  Alka 
Seltzer  and  Lasonil  have  been 
transferred  to  the  pharmaceutical 
division.  Those  brands  left  behind 
did  not  have  "enough  critical 
mass",  hence  the  decision  to  put 
sales  and  distribution  to.  Scholl 
(UK)  Ltd.  Tel:  01-2532030. 


Reduced  price  footcare 


Scholl  say  that  twin  packs  of  some 
footcare  products  will  be  offered 
to  consumers  at  a  reduced  price. 

Twin  packs  of  both  medicated 
corn  and  callous  removal  pads  will . 
retail  at  £0.99  instead  of  £1.44  (12 


packs  £7.44  trade)  and  extra  soft 
felt  corn  pads  will  retail  at  £0.95 
instead  of  £1.38  (12  packs  £7.14 
trade),  packs  are  flashed  with  the 
special  prices.  Scholl  (UK)  Ltd. 
Tel:  01-253  2030. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 


U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 
TV-am  Breakfast 
Television 


SK  Sky 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tvne  Tees 


Arrid  for  Men: 

G,Y 

Amplex  range: 

Y,C,A,HTV,TSW,TVS,LWT 

Anadin  Extra: 

All  areas 

Arret: 

TVam 

Endekay  dental  health  gum: 

GTV,STV,BTV,G,C,HTV,TSW,TT 

Goldseal  batteries: 

GTV,U,STV,BTV,TSW,TVS 

Harmony  hairspray: 

All  areas  except  CTV  &  TVam 

Lanacane  Creme: 

U,STV,G,A,C4 

Lynx  body  spray: 

All  areas  except  CTV  &  TVam 

Macleans  toothpaste: 

All  areas 

Mentadent  toothbrush: 

TVam 

Mum: 

All  areas 

Optrex: 

All  areas 

Oxy: 

All  areas 

Palmolive  shampoo: 

All  areas 

Pearl  Drops: 

A,C,STV 

Sensodyne  toothbrushes: 

STV ,  G ,  T  VS ,  LWT ,  TTV ,  TVam 

Sensodyne  toothpaste: 

All  areas  except  CTV.C4  &  TVam 

Showerfresh: 

All  areas 

Strepsils: 

SK 

Sunsilk  shampoo  &  Styling  Mist: 

All  areas  except  CTV  &  TVam 

Sure: 

All  areas  except  CTV  &  TVam 

TCP:  G,Y,C,A,HTV,TSW,TVS,LWT,TTV,&TT 

Timotei: 

All  areas  except  CTV  &  TVam 

OSTOMY  •  INCONTINENCE 

Products  and  Accessories.  All  makes,  types  and  sizes  immediately  available. 
In  addition  we  stock  a  wide  range  of 
REHABILITATION,  MEDICAL  and  DIAGNOSTIC  equipment 

  Telephone  


REAE 

0734  3 
Fax  0734 

)ING 

93433 
{ 508241 

DUNDEE 

0382480900 
Fax  0382  730131 

MANCH 

061  941 
Fax  061  9 

ESTER 

4448 
28  7837 

SWANSEA 

0792472  823 
Fax  0792  43651 

Thames  Valley  Medical  Ltd.  Chatham  Street, 
Reading,  Berkshire  RG1  7HT. 

now  incorporating  Bridge  Medical  Direct 
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As  70%  of  Migraine 
sufferers  never  see  a 
Doctor,  they're  still 
in  the  dark. 


COUNTERPOINTS 


New  Kodak 
Portfolio 

Kodak  are  introduing  a  new  POS 
package  called  Portfolio  for  display 
of  their  Ektra,  Ektrachrome, 
Kodachrome  and  T-Max  films. 

It  features  an  easy-to-read 
Kodak  film  selector  which 
provides  "digestible"  technical 
information  for  the  amateur 
photographer,  say  Kodak.  The 
selector  details  the  performance 
of  the  13  different  Portfolio  films 
and  speeds  under  five  different 
conditions:  a  total  of  65  test 
combinations.  Retailers  will  be 


fully  equipped  with  information  on 
the  benefits  and  uses  of  Portfolio 
films,  say  Kodak.  Also  included  in 
the  package  are  signs  and 
wobblers ",  as  well  as  a  Portfolio 
open-and-closed  sign,  and  a 
counter  mat.  Kodak  Ltd.  Tel: 
0442  61122. 


Colourcare 
offer  an 
Escort 

Colourcare  have  launched  their 
main  promotion  for  the  Summer, 
giving  customers  a  chance  to  win 
a  Ford  Escort  1 .6  Ghia  and  2,000 
other  instant  prizes  in  the 
"Colourcare  Photo  Fun" 
scratchcard  game. 

Colourcare  are  providing  a 
scratchcard  with  every  film 
processed  up  to  September  9. 
Rubbing  off  the  panel  reveals 
whether  an  instant  prize  has  been 
won  and  the  customer  has  the 
opportunity  to  enter  the 
Colourcare  car  draw  with  every 
scratchcard  they  collect. 
Colourcare  International.  Tel: 
0722412202. 

Duracell  are  adding  a  selection  of 
torches  to  their  existing  Lights 
range.  The  additions  are:  the 
waterproof  rubber  torch  (£3.99) 
complete  with  batteries;  the 
jacket-sized  Penlight  (£2.99) 
including  batteries;  and  the 
coloured  pocket  light  fashion 
accessory  available  in  six  colours 
(£1.99  —  batteries  not  included). 
Duracell  (UK)  Ltd.  Tel:  0293 
517527. 


win  w -nin 


TTiJT 


Mum  turns  over 
a  new  leaf 


Mum  gets  a  new  look  in  August, 
with  plastic  bottles  replacing 
glass,  a  new  peach  variant,  and,  to 
strengthen  its  international  image, 
the  leaf  logo  has  been 
incorporated  into  the  packaging. 

Bristol-Myers  are  aiming  to 
introduce  younger  users  to  the 
brand  with  the  updated  look,  while 
exploiting  environmental 
concerns  which  they  say  are 
causing  strong  movement  toward 
non-aerosol  products.  New  Mum 
roll-on  comes  in  a  larger  45ml 
plastic  bottle  (£0.75),  which  the 
company  says  is  safer,  stronger, 
lighter  and  easier  to  carry  .  Refill 
bottles  have  been  discontinued. 

Soft  peach  fragrance  has  been 
added  to  the  existing  light  pink, 
soft  green,  cool  blue  and 
unperfumed  variants. 
Additionally,  the  formulation  has 
been  changed  to  give  a  "drier, 
smoother  feel".  The  two  Quick 
Dry  products  have  also  benefitted 
in  the  revamp:  cerise  and  azure 
have  revitalised  graphics  on  a 
larger  45ml  pack  (£0.75). 

With  four  solids  and  two  non- 
aerosol  sprays  also  in  the  range, 


Mum  claims  to  be  the  leading  non- 
aerosol  brand  in  the  UK.  "This 
year  many  consumers  have 
changed  to  roll-ons  and  sticks," 
says  Paul  Valdez,  group  product 
manager.  In  a  £116m  (value 
terms)  deodorants  market,  roll- 
ons  increased  by  one  million  units, 
solids  by  500,000  units,  but 
aerosols  were  down  two  million 
units  in  the  first  six  months  of 
1989,  compared  with  1988,  says 
the  company. 

Advertising  support  includes  a 
£1.5m  national  television 
campaign  from  launch  until 
September,  using  Toyah  Wilcox 
and  emphasising  the  link  between 
personal  care  and  environmental 
effects.  Press  advertising  starts  in 
ten  top  women's  titles  in 
September  and  will  include  some 
10  million  money-off  coupons. 

And  a  PR  campaign,  targeting 
women's  magazines,  radio  and 
television  with  competitions, 
sampling  offers  is  planned. 
Merchandising  includes  display 
trays,  with  shelf  features  and 
window  bills.  Bristol-Mvers  Co 
Ltd.  Tel:  0895  639911. 


Wigmore  streamline 
fragrances 


Wigmore  Products,  distributors  of 
Italian  fragrances,  have 
announced  their  new  corporate 
strategy  and  say  they  will  no 
longer  be  distributing  the  Pino 
Silvestre  for  men. 

Steve  Simmonds,  marketing 
manager  says:  "We  have  decided 
to  consolidate  our  investment  in 
the  mass  market  fragrance  area 
by  concentrating  on  Acqua  di 
Silva."  Wigmore  are  also 
introducing  to  the  UK,  several  of 
the  top  Italian  fragrances  made  by 


R.P.  Denis  who  they  say  hold  4 
per  cent  of  the  Italian 
fragrance/cosmetic  market. 
Products  so  far  introduced  include 
Arrogance  pour  femme  and  Gian 
Marco  Venturi  Uomo.  Wigmore 
Products.  Tel:  01-965 1520. 

Medidos:  From  August  1  the 
product  will  only  be  available 
direct  from:  Mr  Dudley  Hunt,  40 
St  Margaret 's  Avenue,  Horsforth, 
Leeds  LS18  5RY  (tel.  0532 
586146). 


Pump  action 
from  Gillette 

Gillette  are  introducing  ozone 
friendly  pump  action  sprays  to 
their  Right  Guard  and  Natrel  Plus 
anti-perspirant  deodorant  ranges. 

The  company  sees  the 
introduction  as  the  next  natural 
progression  for  these  high  profile 
brands,  which  are  now  available  as 
roll-ons,  solid-sticks,  ozone- 
friendly  aerosols,  and  pump 
sprays. 

Two  variants,  Right  Guard 
Sport  and  Natrel  Plus  Ylang,  are 
available  in  the  new  100ml  pump 
action  form,  packaged  in  futuristic 
white  bottles  with  transparent 
plastic  lift-off  lids. 

Gillette's  consumer  research 
has  identified  convenience  factors 
as  a  strong  positive  for  pump 
sprays.  "Its  size  and  light  weight 
are  particularly  liked;  this  makes  it 
ideal  for  visits  to  sports  clubs  and 
for  foreign  travel,  since  it  can  be 
safely  included  in  airline  luggage, ' ' 
says  group  product  manager 
Richard  Lopacki. 

Both  new  pump  action  variants 
will  benefit  from  current  national 
television  advertising  for  the  Right 
Guard  and  Natrel  Plus  brands. 
The  sprays  have  an  rsp  of  £1.69 
for  100ml  size,  and  provide  three 
times  as  many  applications  as  a 
100ml  aerosol. 


• 

• 

i 

■   fa  - 

1 

I             '  if  Of  '* 

Gillette  are  offering 
pharmacists  a  free  Vogue 
designer  T-shirt  (size  X  large) 
with  orders  of  Right  Guard  Sport 
and  Natrel  Plus  Ylang  deodorants. 
To  qualify,  pharmacists  must 
order  two  dozen  or  more  of  the 
pump  spray  deodorants. 

A  special  order  form  in  this 
week's  C&D  should  be  sent 
freepost  to  Gillette,  and  the  order 
will  be  received  via  a  nominated 
wholesaler  within  28  days.  The 
offer  is  valid  only  via  Unichem, 
SOT,  Vestric  or  Numark 
wholesalers.  The  closign  date  is 
September  30.  Gillette  UK  Ltd. 
Tel:  01-560 1234. 
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Now,  with  your  help, 
we  can  enlighten  them. 


/ 
/ 


There's  a  massive  hidden  market  of  migraine 
sufferers  looking  for  a  treatment  for  their 
migraine.  Many  may  be  under  the  illusion  that 
they've  just  got  a  bad  headache.  Together,  we 
can  help  them  by  revealing  the  correct 
diagnosis  and  giving  the  right  treatment. 

Recommend  Migralift,  which  has  a  clinically- 
proven  formula  based  on  the  most  highly 


/ 


recommended  migraine-specific  treatment. 
Migralift  is  the  only  migraine-specific 
treatment  available  OTC. 

A  major  new  £3A  million  full  colour 
advertising  campaign  will  create  a  heavy 
demand.  Hand  them  Migralift  and  don't 
disappoint  them  with  an  alternative.  Then 
they  won't  be  in  the  dark  any  longer. 


Migralift 

The  only  migraine-specific  OTC  treatment 

For  details  of  our  attractive  launch  bonus  and  counter  prescribing  information  please  contact 
International  Laboratories  Ltd.,  Floats  Road,  Wythenshawe,  Manchester  M23  9NF.  Telephone  061-945  4161. 
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Helene  Curtis  launches  into 
styling  aids  market 


Helene  Curtis  UK  Inc  is  reinforcing  its  position 
in  the  UK  haircare  market  by  introducing  a 
range  of  styling  aids  comprising  aerosol  and 
non-aerosol  hairspray,  gel,  gel  mist,  mousse 
and  spritz,  under  the  Finesse  brand  name. 
Headlines  talks  to  Mike  Miller,  Helene  Curtis' 
managing  director  and  Nick  Foster-Brown, 
hairdresser  and  Helene  Curtis  haircare 
consultant,  about  this  latest  development. 

Headlines:  You  must  feel  very  confident  about 
Finesse  as  a  brand  to  introduce  a 
complete  range  of  styling  aids  only  a 
year  after  your  initial  launch? 

Miller:  The  market  shares  that  Finesse  has 
achieved  speak  for  themselves. 
Finesse  is  a  successful  product  with 
a  strong  following  and  consumers 
look  to  Helene  Curtis  to  provide 
them  with  products  to  meet  all 
their  haircare  requirements.  Styling 
aids  also  represent  one  of  the 
largest  opportunities  in  toiletries 
today. 

Headlines:  Surely  it  would  be  more  beneficial  to 
launch  the  products  individually 
rather  than  as  a  range. 


Miller: 


That's  a  good  point  ■  -  and 
something  we  obviously 
considered.  Relatively  few 
companies  can  offer  a  complete 
range  of  products  from  shampoo  to 
styling  aids.  Helene  Curtis  can,  and 
this  will  only  serve  to  substantially 
enhance  our  brand  presence. 


Finesse  meets  all  the  styling 
requirements  of  consumers  from 
body  to  strong  hold.  Consumers  are 
becoming  ever  more  sophisticated 
and  like  to  change  their  styles 
frequently,  and  they  need  more 
than  just  a  hairspray  or  a  gel  to 
accomplish  their  chosen  look. 


Headlines:  Some  of  the  new  products  contain 
luminisers  —  what  are  they  and  what 
do  they  do  for  the  hair? 


Foster- 
Brown: 


Foster- 
Brown: 


Finesse  mousse  and  gel  contain 
luminisers  —  these  are  special 
agents  winch  spread  through  the 
hair  promoting  shine  and  enhancing 
natural  highlights.  Many  people  feel 


that  prolonged  use  of  styling  aids 
leaves  hair  dull  looking  but  Finesse 
luminescent  mousse  and  gel  will 
counteract  these  effects. 

Headlines:  This  is  obviously  a  big  launch.  Will 
it  be  backed  by  a  big  promotional 
spend? 

Miller:  Quite  simply,  yes!  We  have  new 
television  and  Press 
advertisements  in  the  pipeline;  our 
level  of  promotional  spend  will  equal 
that  of  last  year  and  we  will  certainly 
be  giving  the  new  products  as  much 
support ,  if  not  more  than  any  of  our 
competitors! 

Headlines:  So,  what  will  make  the  consumer  buy 
Finesse  styling  aids  in  preference  to 
any  of  the  others  currently  on  the 
market? 


Finesse  spritz 


Foster- 
Brown: 


Women  need  easy  to  use  products 
that  can  change  their  appearance  to 
suit  an  occasion.  Finesse  really  does 
offer  a  product  for  all  occasions  and 
will  meet  the  needs  of  even  the 
most  sophisticated  styling  aids  user 
—  from  body  and  volume,  right 
through  to  firm  control  on  even  the 
most  outrageous  styles! 


Top  UK  hair  stylist,  Nick  Foster-Brown, 
joined  Helene  Curtis  as  a  consultant  on  hair 
care  and  the  use  of  hair  products  in  January 
1989.  Nick,  who  has  his  own  salon,  NFB,  in 
London's  West  End,  has  a  well-established 
reputation  among  the  trade  and  with 
consumers. 

Prior  to  opening  NFB  in  1987,  Nick  had 
worked  for  seven  years  at  Burlingtons,  a 
specialist  salon  he  helped  co-found.  During 
this  time,  he  was  nominated  British 
Hairdresser  of  the  Year,  as  well  as  Avant 
Garde  Hairdresser  of  the  Year  at  the  British 
Hairdressing  Awards. 

Before  founding  Burlingtons,  Nick  had 
worked  for  eight  years  at  Vidal  Sassoon, 
where  he  was  senior  artistic  director.  Nick 
travelled  extensively  during  this  time, 
organising  and  presenting  seminars  and  shows 
around  the  world,  demonstrating  the  latest 
trends  and  working  with  some  of  the  top 
names  in  fashion,  hairdressing  and 
photography. 
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Miller:  Finesse  styling  aids  have  already 
been  very  successful 
internationally.  Part  of  the  reason 
for  this  is  that  consumers  are 
extremely  satisfied  with  the  styles 
they  can  create  and  maintain. 

Headlines:  Helene  Curtis  has  introduced  a 
number  of  products  in  a  short  time  — 
where  does  the  company  go  from 
here? 

Miller:  The  immediate  task  is  obviously  to 
ensure  that  the  products  become 
properly  established  to  build  upon 
the  Finesse  brand  name.  Helene 
Curtis  as  a  company  will  continue  to 
grow,  and  as  time  progresses,  we 
will  undoubtedly  introduce  other 
products. 

Headlines:  As  a  hairdresser  you  must  have 
worked  with  many  styling  aids  - 
how  does  the  Finesse  range  compare? 


Foster- 
Brown 


The  Finesse  products  are  easy  to 
use,  perform  to  an  extremely  high 
standard  and  don't  leave  residue  on 
the  hair  or  cause  build-up.  Within 
the  range  there  are  also  some  really 
exceptional  products .  My  personal 
favourites  are  spritz,  which  gives  a 
strong  hold  when  used  for  spot 
styling,  and  the  luminescent  gel, 
which  is  alcohol-free  and  therefore 
does  not  dry  the  hair  out.  All  the 
Finesse  products  have  the  same 
fresh  fragrance  which  is  a  definite 


Finesse  luminescent  gel 

product  plus.  Finally,  all  these 
products  have  the  distinctive 
metallic  blue  packaging  of  Finesse 
and  therefore  look  stylish.  I  use 
Finesse  products  in  my  salon  and 
my  customers  really  like  the 
results. 


big  i  '  rt 

■  50p  cash  back  offer  on  each  Finesse  styling 
aid  product. 

■  Three  50p  vouchers  with  each  Finesse 
styling  aid  product  for  an  additional  styling  aid, 
Finesse  shampoo  and  finesse  conditioner. 

■  Finesse  styling  aids  advertising  to  break  in 
the  Autumn. 

■  New  Finesse  brand  advertising  September 
through  December. 

Hair  facts 
and  figures 

□  Total  styling  aids  market  is  growing  at  over 
40  per  cent  a  year.  The  market  is  estimated  to 
grow  a  further  50  per  cent  over  next  two 
years. 

□  Over  60  per  cent  of  UK  households  use 
hairspray  and  over  50  per  cent  use  mousse, 
gel  or  styling  sprays. 

□  The  average  British  consumer  uses 
hairspray  over  five  times  in  every  week. 

□  Young  people  are  the  heaviest  users  of  all 
styling  aids. 

□  More  British  consumers  use  spntz  in 
addition  to  hairspray  than  in  Spain,  Germany 
or  France,  where  the  trend  is  to  use  one  or  the 
other  on  a  more  exclusive  basis. 

Source:  Helene  Curtis 


NEW  FINESSE  STYLING  AIDS  FOR  ALL 
YOUR  STYLING  REQUIREMENTS 

!• "-'A  complete  styling  aids  range  from  Helene  Curtis 

S--.AII  the  new  Finesse  styling  products  are  ozone 
friendly 

New  Finesse  Gel  is  alcohol  free  so  will  not  dry  out  hair 

trz  New  Finesse  Gel  and  Finesse  Mousse  contain  special 
luminisers  to  add  shine  and  highlights  to  hair 


Finesse  luminescent  mousse  in  normal  and  extra  control  variants 


TERPOINTS 


Innoxa  to 
advertise 

Innoxa's  new  management  team 
have  announced  a  national 
advertising  campaign,  their  first 
for  a  few  years,  just  as  the 
repackaged  and  reclassified 
cosmetics  and  skincare  ranges  are 
to  be  launched  (C&D,  July  1, 
pl4). 

The  campaign  features  two  full 
page,  colour  insertions  in 
women's  magazines  to  appear 
from  October  until  the  end  of 
December. 

Also  available  now  are  a  new 
floor  stand  for  both  cosmetics  and 
skincare,  and  a  new  counter  unit. 
Innoxa  (England)  Ltd.  Tel:  0323 
641244. 

Allergan  Optical  have  added  extra  fizz 
to  their  fight  against  protein  build- 
up on  contact  lenses.  A  leaflet  with 
a  colour  transparency  inside  of  a 
magnified  contact  lens  coated  with 
protein  deposits  will  be  inserted 
into  over  100,000  24  tablet  packs 
of  Hydrocare  Fizzy  tablets,  in  an 
effort  to  persuade  lens  wearers  to 
de-proteinise  their  lenses  more 
regularly.  A  showcard  headlined 
"Even  your  contact  lenses  need  a 
weekly  workout"  supports  the 
campaign.  Allergan  Ltd.  Tel:  0494 
444721. 


Designer  feeding  set 
from  Tommee  Tippee 


The  latest  "designer"  Tommee 
Tippee  matching  bottle,  bib  and 
baby  feeding  cup  are  available 
singly  in  two  designs  which  include 
the  tiny  tots  in  mackintoshes  and 
umbrellas  series  in  bold  primary 
colours,  or  a  pastel-coloured 
clown  design. 

The  250ml  bottles  (£1.59) 
come  with  silicone  teats  with 
covers  to  protect  the  teat  until  the 
feed  is  required,  while  prepared 
feeds  can  be  stored  with  the  teat 
reversed  under  the  sealing  disc. 

Bibs  (£1.29)  are  in  super- 


absorbent  terry.  The  baby  feeding 
cup  (£1.99)  has  two  easy-grip 
handles  for  stability  and  spout  lid 
for  drinking  development. 

There  are  now  over  100  co- 
ordinated feedtime  products  in  the 
Tommee  Tippee  range.  They  are 
said  to  appeal  to  the  older  first 
time  mother  with  spare  cash,  and 
are  given  as  one  reason  for  growth 
in  this  sector.  Jackel  are  also 
looking  to  Christmas,  where  such 
items  may  appeal  to  the  gift 
market.  Jackel  International  Ltd. 
Tel:  091-250  1864. 


Autumn 
model  offer 

From  September  until  Dec  ?mber 
each  outer  of  Fisherman's  Friend 
lozenges  will  cam-  24  leaflets 
offering  consumers  the  chance  to 
send  off  for  one  of  three  0:0  scale 
diecast  model  vehicles. 

Each  request  (at  £3.95)  must 
include  two  proofs  of  purchase. 
Five  million  leaflets  are  being 
distributed,  to  the  trade.  The  offer 
closes  on  June  30,  1990.  During 
September  and  October  the  trade 
will  be  offered  two  extra  packs  of 
product  included  free  in  each  outer 
of  24.  Lofthouse  of  Fleetwood  Ltd. 
Tel:  03917 2435. 

Pearl  Drops 
TV  extension 

Carter-Wallace  are  extending 
their  televison  advertising  support 
behind  Pearl  Drops  and  Pearl 
Drops  Smokers  1  +  1 
toothpolishes. 

The  "Kiss"  advert  is  to  be 
shown  in  Anglia  and  then  Central 
and  Scottish  TV  regions  in 
August/September.  Carter- 
Wallace  Ltd.  Tel:  0303850661. 


OESSERT- 


HEINZ  BABY  FOOD  IN  JARS 

All  Heinz  Baby  Foods  in  jars  are  now  deliv- 
ered in  plastic  sleeves,  shrunk  tightly  around 
the  jar  and  covering  the  edge  of  the  cap.  These 
transparent  sleeves,  perforated  with  a  red  line 
to  indicate  the  point  of  opening,  give  additional 
security  to  the  existing  pop-up,  tamper-evident 
safety  button. 

Stockists  of  Heinz  Baby  Foods  in  jars  will 
be  aware  that  in  May  they  were  invited  to  return 
stock  of  non-sleeved  jars  to  their  normal 
supplier,  where  full  credit  will  be  arranged.  This 
facility  will  be  available  until  29  July  1989. 

Heinz  would  like  tothankall  concerned  for 
their  support  in  the  successful  introduction  of 
the  new  packaging. 
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The  best 
medical  advice 
for  your 
customers . . 

ON  VIDEO 

Available  Now 


Titles 
ARTHRITIS 

HEART  ATTACK 

SKIN 
★ 

CANCER 
* 

CHILD 
HEALTH 


Made  by 

Britain's 
leading  medical 
broadcast 
company, 

British 

Medical 
Television 


Titles 
FOOD  SAFETY 

ASTHMA 

BACK  PAIN 

ANXIETY 
AND  STRESS 

FIRST  AID 


70%  of  video 
cassette  recorder 
owners  visit 
a  chemist 
at  least  once 
a  month. 

* 
£500,000 
media  spend 


Ibmtv 


Average  running  time  50  minutes 

£7*99 


each 
RRP 


A  B.M.T.V./ 
Video  Collection  International 

Production. 


For  further  details  please  contact- 
Mike  Diprose 
Video  Collection  International  Limited 
Prestwich  House,  Caxton  Way,  Watford,  Herts  WD1  8UF 
Telephone  0923  55558 


The  Lininger 
Formulae 

The  Food  Supplement  Co  has 
introduced  a  range  of  eight  dietary 
supplements  based  on  the 
recommendations  of  American 
chiropractic  Dr  Schuyler  Lininger. 

The  products  are:  Super 
multi-vit  tablets  (30  £5.95),  a 
complex  vitamin/mineral 
sustained  release  formula, 
suitable  for  vegetarians; 
lactobacilus  acidophilus  (60  £3.45) 
from  non-dairy  sources;  zinc 
picolinate  (30  £2.65);  lysine  (30 
£1.85);  niacinamide  (60  £2.25); 
calcium-magnesium-zinc  tablets 
(30  £1.49);  sustained  release 
vitamin  C  l.OOOmg  tablets 
buffered  with  calcium  to  aid 
digestion  (30  £2.49);  and  betaine 
hydrochloride  capsules  (50  £3.55) 
recommended  for  indigestion 
caused  by  too  little  stomach  acid. 
Food  Supplement  Co.  Tel:  0483 
426666. 

English  Grains  Healthcare's  Calcia  is 

offering  10  per  cent  extra  to 
consumers,  —  increasing  pack 
content  to  100  tablets  —  in  an 
added-value  promotion  currently 
underway.  Special  flashed  packs 
are  available  while  stocks  last. 
English  Grains  Healthcare.  Tel: 
0283221616. 


Bisodol  gets  extra 
help  for  indigestion 


Extra  help  for  indigestion  relief 
comes  with  Whitehall 
Laboratories'  Bisodol  Extra 
antacid  digestant  tablets. 

Formulated  without 
aluminium,  the  new  product 
contains  calcium  carbonate 
522mg,  light  magnesium 
carbonate     68mg,  sodium 


'  EVERLASTING 
CIGARETTE' 

WORLDWIDE 

SUCCESSwnh  I  his, 

REMARKABLE 
NICOTINE  FREE 
CIGARETTE 


bicarbonate  63mg  and 
simethicone  lOOmg  in  each  tablet. 

The  recommended  dose  is  one 
to  two  tablets  as  required,  sucked 
slowly  or  chewed.  The  tablets  (12 
£0.96;  24  £1.55)  are  spearmint 
flavoured.  The  product  will  be 
promoted  not  only  for  relief  of  acid 
indigestion  but  also  as  a  treatment 
for  flatulence. 

A  television  advertising 
campaign  will  support  both  the 
new  product  and  existing  Bisodol 
in  the  Autumn,  with  two 
commercials  planned.  POS 
includes  dummy  packs,  shelf 
strips  and  backboards.  Whitehall 
Laboratories  Ltd.  Tel:  01-641 
4323. 


Tubegauz 
7  for  6 


Scholl  are  offering  a  dispenser 
holding  seven  packs  of  Tubegauz 
for  the  price  of  six  (£5.22  trade). 
The  bright,  clear  dispenser  can 
stand  alone  or  be  attached  to  the 
Scholl  footcare  rack  or  to  any  hook 
dispenser.  Scholl  (UK)  Ltd.  Tel: 
01-2532030. 


New  wart 
treatment 

Novaruca  from  Bioglan  is  a  new 
gel  for  the  treatment  of  plantar  and 
other  viral  warts. 

Containing  activated 
glutaraldehyde  10  per  cent,  the 
gel  is  applied  topically  to  warts 
(other  than  on  the  face,  anal  or 
perianal  regions)  twice  daily.  The 
wart  can  be  covered  with  an 
adhesive  dressing  if  required.  The 
surrounding  skin  may  be 
protected  with  a  thin  film  of 
petroleum  jelly  before  application. 
Novaruca  should  not  be  applied  to 
broken  skin. 

The  Pharmacy  Only  product 
comes  in  a  15g  tube  with 
applicator  nozzle  (£3.37)  and  a 
detailed  instruction  leaflet. 
Bioglan  say  Novaruca  offers  a  75 
per  cent  cure  rate  within  eight 
weeks.  Most  warts  regress 
spontaneously  within  six  to  12 
months  in  young  children  but  may 
take  up  to  several  years  in  older 
children  and  adults,  they  add. 
Bioglan  Laboratories  Ltd.  Tel: 
0462  38444. 


Disney  gets 
plastered 

Smith  &  Nephew  have  launched  a 
new  range  of  plasters  bearing 
colourful  motifs  of  children's 
cartoon  favourites. 

Elastoplast  children's  Disney 
plasters  have  a  waterproof, 
microporous  backing  which 
features  Mickey  Mouse,  Donald 
Duck  and  Goofy.  They  come  in  a 
clear  plastic  wallet  of  15  for  £0.95 
(12  £7.91  trade). 

Display  material  includes  shelf 
reservers,  wobblers  and  window 
stickers.  Smith  &  Nephew 
Consumer  Products  Ltd.  Tel: 
021-327  4750. 

Spiced  tea 
goes  wild 

London  Herb  &  Spice  have 
extended  their  Heath  &  Heather 
range  of  herbal  teas  with  the 
introduction  of  wild  raspberry. 

Produced  from  a  blend  of 
hibiscus,  rosehip,  sweet  orange 
peel,  raspberry  and  blackberry 
leaves  and  wild  raspberry  flavour, 
the  tea  can  be  enjoyed  hot  or  cold, 
says  the  company.  The  tea,  is 
caffeine-free  and  comes  in  50g 
packs  containing  20  bags,  and  sells 
for  £0.95  (12  £8.55  trade).  The 
London  Herb  &  Spice  Co  Ltd.  Tel: 
01-6808337. 
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BALANCED  INGREDIENTS 

THE  iffi^g   ANSWER  TO  SKIN  CARE 
(36  simple 


Pure 
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oil-free 
m  )istunser 
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^simpl 


cPure 

j*Ssimple 


gentle  skin 
toner 


facial 
■shing  g 


Pure 

^simple 


v  moisturising 
lotion 


oPure 

<3<C- s  i  m  p  I  e 


oPure 

VSsimplfci 


!eep  cleansing 
lotion 


polishing 
crub 


pPure 

CxCsimple 


A  careful  balance  of  all  the  ingredients  your  customers  need  in  skin 
care.  That's  what's  helped  to  make  Pure  &  Simple  a  vital  profit 
earner  in  pharmacies  like  yours  all  over  Britain,  just  two  years 
from  launch.  Now  Pure  &  Simple  is  a  major  national  T.  V.  brand. 
Be  sure  you  stock  enough  to  meet  the  extra  demand. 

THEA^^.  ANSWER  TO  SUCCESS  IN  YOUR  PHARMACY. 


simple 


"TRADE  MARK 


COUNTERPOINTS 


Fast  Aid  for  the 
industrial  user 


Krups  tip  the 
scales 

Krups  have  added  a  new  range  to 
their  collection  of  bathroom 
scales.  The  new  scales  offer 
accurate,  easy  to  read  results,  and 
good  styling,  says  the  company. 

Fashion  Line  (£12.95)  comes 
in  four  styles  —  overweight 
caricatures,  huge  red  lips  on  a 
white  background  and  a  tango 
design  of  colours  —  all  intended  to 
cheer  up  the  bathroom,  and  one 
with  a  tape  measure  design. 

Fashion  Line  incorporates  a 
compensating  mechanism  for 
readings  on  uneven  surfaces  and 
the  scales  are  treated  against 
corrosion  with  the  working  parts 
made  of  hardened  steel. 
Distributed  by  Hartbeam  Ltd.  Tel: 
0954  30308. 


Tefal  weigh-in 

Tefal  are  to  launch  two  electronic 
bathroom  scales  in  August,  which 
can  weigh  in  either  metric  or 
imperial  at  the  flick  of  a  switch,  to 
an  accuracy  of  lOOg. 

The  scales  have  no  moving 
parts,  operate  by  sensors  aligned 
with  a  cantilever  beam  and  are 
guaranteed  for  two  years. 

The  standard  model  (£49.99) 
has  the  indicator  set  in  the  base, 
but  the  deluxe  (£69.99)  has  a 
detachable  console  which  can  be 
wall  mounted  at  any  convenient 
height.  The  liquid  crystal  display 
turns  off  automatically  preserving 
the  life  of  the  six  volt  battery. 

The  deluxe  model  also 
features  a  memory  for  up  to  seven 
individual  weights  and  can 
calculate  weight  gain  or  loss  for 
each.  Tefal.  Tel:  0753  44100. 

Search  finds 
Garfield 

Stafford-Miller  are  adding  Garfield 
character  toothbrushes  to  their 
Search  range.  Unlike  character 
toothbrushes  which  are  intended 
for  young  children,  the  Garfield 
character  is  to  feature  on 
Sensodyne  Search  4  toothbrushes 
targeting  teenagers  and  adults, 
says  the  company. 

The  toothbrushes  (rsp  £1.14) 
come  in  five  colours  and  are  to  be 
available  from  next  month.  POS 
includes  a  four-dozen  display  unit, 
shelf  wobblers  and  posters. 

The  Garfield  cartoon  strip 
appears  in  two  national 
newspapers,  teenage  magazines 
and  20  regional  papers,  and  from 
this  Autumn  ITV  are  to  screen  21 
Garfield  cartoons,  say  Stafford- 
Miller  Ltd.  Tel:  0707261151. 


Robinson  Healthcare  have 
introduced  large  packs  of  Fast  Aid 
plasters,  aimed  at  commercial  and 
industrial  users. 

There  are  three  types 
available:  fabric,  waterproof  and 
Blue  Eyetec,  designed  for  use  in 
industry,  and  they  are  packed  in 
shrink-wrapped  trays  of  100. 

Healthcrafts 
promotion 

Booker  are  running  a  promotion 
with  20  per  cent  extra  free  on 
Healthcrafts  oil  of  evening 
primrose  250mg  and  high  potency 
oil  of  evening  primrose  500mg. 

The  packs  retail  at  £3.95  for  72 
capsules  250mg,  and  £3.49  for 
500mg  capsules  and  will  be  in  the 
shops  from  end  July.  They  are 
available  to  the  trade  in  cases  of 
six  at  a  cost  of  £13. 74  and£12.14. 
Booker  Nutritional  Products.  Tel: 
0932336366. 


More  health 
cassettes 


Albert  Smith  Health  Cassettes 
have  added  five  titles  to  the 


The  trays  are  said  to  be  hard- 
wearing,  resealable  and  moisture- 
proof,  unlike  traditional  card 
boxes  which  easily  become 
damaged  and  worn.  The  plasters 
come  in  a  variety  of  sizes  and 
include  knuckle  and  finger-tip 
dressings.  Robinson  Healthcare 
Ltd.  Tel:  0246220022. 


original  ten.  Titles  now  cover 
PMT,  depression,  migraine, 
stress,  stomach,  heart,  pain, 
insomnia,  smoking,  weight, 
arthritis,  fears  and  phobia,  nail 
biting,  fear  of  failure,  and  fear  of 
flying.  The  range  has  been 
effectively  relaunched,  says 
author  Albert  Smith,  a  member  of 
the  National  Association  of 
Hypnotists  and  Psychotherapists. 

There  is  an  offer  available  to 
retailers  placing  their  initial  order 
for  15  cassettes  (one  of  each  title) . 
They  will  receive  a  further  15 
cassettes  free,  with  a  compact 
mahogany  display  unit.  Albert 
Smith  Health  Cassettes,  183 
Frinton  Road,  Kirby  Cross, 
Fnnton-on-Sea,  Essex  (tel:  0255 
671031). 

Biotherm 
pulls  out 

Biotherm  have  written  to  their 
130  pharmacy  outlets  saying  they 
intend  to  terminate  their  agency 
contract.  Distribution  will  be 
exclusively  through  department 
stores  from  now  on. 

Biotherm  are  asking  for  stock 
to  be  returned  after  the  end  of 
August  and  say  pharmacies  should 
not  distribute  the  range  after 
November  30.  Biotherm  will 
accept  no  further  orders  from 
pharmacy  stockists.  Biotherm 
Ltd.  Tel:  01-937  5454. 


Vichy  eye 
contour  gel 

Vichy  have  developed  a  specialist 
eye  gel  called  Restructure. 

This  biphasic  gel  contains 
hydrating,  stimulating  (caffeine) 
and  anti-wrinkle  (hydroxyproline 
and  riboside)  elements  in  a  clear 
aqueous  gel,  along  with  vitamins  A 
and  E.  The  gel  (£11.95)  will  be 
available  from  September 
exclusively  from  pharmacies. 

Restructure  is  an  unperfumed 
non-greasy  gel  and  leaves  a  matt 
finish,  an  ideal  base  for  make-up. 
It  does  not  contain  any  colouring 
and  is  safe  for  contact-lens 
wearers,  say  Vichy. 

Restructure  is  applied  using 
the  spatula  enclosed  in  the  pack  to 
transfer  a  small  amount  of  gel  to 
the  fingertips.  This  is  then 
massaged  lightly  into  the  eye  area, 
firstly  on  the  upper  and  then  lower 
eyelids.  Vichy  (UK)  Ltd.  Tel: 
0235-26747. 


Designer  look 
for  LWG 


Griptight  have  launched  a  range  of 
designer  bottles  to  cater  for  this 
growing  market  sector. 

The  bottles  have  a  yellow 
screw  cap,  matching  dome- 
shaped  teat  cover  and  silicone 
teat.  There  is  a  measuring  scale  in 
both  metric  and  imperial  on  one 
side  and  a  duck  design  on  the 
other.  The  bottles  come  in  125ml 
(£1.50)  and  250ml  (£1.59)  sizes. 

Other  colours  and  motifs  will 
be  introduced  shortly,  including  a 
ladybird  and  butterfly,  and 
production  alternated  to  keep 
stock  new  and  interesting  for  the 
customer.  Lewis  Wool]  Griptight 
Ltd.  Tel:  021  4141122. 


Crookes  Healthcare  advertising 
Strepsils  on  Sky  television,  in  a 
four-week  burst  ending  on  August 
13.  The  commercial  is  being 
shown  twice  a  day  on  Mondays  to 
Saturdays,  with  one  evening  slot 
on  Sundays.  Crookes  Healthcare 
Ltd.  Tel:  1)602  507431. 
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BALANCED  INGREDIENTS 

THE  #Puret  ANSWER  TO  BODY  CARE  AND  HAIR  CARE 
(30  simple  


pPure 

(V^simple 


body  cleansing 
gel 


cPure 

(^simple 


pPure 

^x^simple 


moisturising 
body  lotion 


jpPure 

^simple 

gentle 
tody  scrub 


gentle  cleansing 
shampoo 


simple 


J 


gentle  hair 
conditioner 


tfPure 

^--simple 

deeP  moisturising 
conditioner 


Balanced  ingredients  arc  key  to  the  phenomenal  success  of  the  Pure  &  Simple 
skin  care  range.  Now  Pure  &  Simple  bring  this  recipe  for  success  to  hair  care 
and  body  care:  a  careful  balance  of  the  ingredients  you r  customers  need. 
With  3}A>  million  national  T.  V.  support,  you r  customers  can't  miss  the  news. 

Be  sure  you  stock  enough. 

pPltre    ANSWER  TO  SUCCESS  IN  YOUR  PHARMACY. 


simple 


c 


GH 


fRADE  M  A  It  K 


PRESCRIPTION  SPECIALITIES 


Aredia  injection 


Manufacturer  Ciba  Labora- 
tories, Wimblehurst  Road, 
Horsham,  West  Sussex  RH12 
4AB 

Description  Ampoules 
containing  pamidronate  disodium 
15mg  dissolved  in  5ml  water  for 
injections 

Uses  Tumour-induced 
hypercalcaemia 

Dosage  Should  not  be  given  as  a 
bolus  injection,  dilute  in  calcium- 
free  infusion  solution  and  infuse 
slowly.  Dose  is  based  on  serum 
calcium,  see  Data  Sheet 
Side  effects  Mild,  transient  rise 
in  body  temperature  of  1-2°C  at 
start  of  treatment  for  1-2  days. 
Transient  reduction  in  lymphocyte 
count  last  for  1-7  days 
Contraindications,  warnings, 
etc  Severe  local  reactions  and 
thrombophlebitis  may  occur  if 
given  as  a  bolus  injection,  always 
dilute  and  give  as  a  slow  iv 
injection  over  at  least  two  hours. 
Do  not  give  with  other  biphospho- 
nates  or  plicamycin  (mithram- 
ycin).  Convulsions  may  be 
precipitated  in  some  patients  due 
to  electrolyte  changes.  Use  with 
care  in  pateints  with  renal 
insufficiency,  no  clinical 
experience  in  pregnancy,  see 
Data  Sheet 

Supply  restrictions  POM 


Pharmaceutical  precautions 

Store    in    a  refrigerator. 
Incompatible   with  calcium- 
containing  infusion  solutions 
Packs  Four  ampoules  each 
containing  15mg/5ml  pamidronate 
disodium  (£96.62  trade) 
Product  licence  0001/0138 
Issued  July  1989 


Cocois  from 
Bioglan 

Bioglan  are  launching  Cocois  —  '  'a 
modern  scalp  application  based  on 
a  traditional  formula". 

The  ointment  for  dry  and  scaly 
scalp  conditions  contains  coaJ  tar 
solution  12  per  cent ,  salicylic  acid 
2  percent,  precipitated  sulphur  4 
percent,  coconut  oil,  emulsifying 
wax  and  paraffin  wax.  Cocois 
comes  in40g  tubes  (£2.89  trade) 
and  should  be  applied  twice 
weekly  for  the  first  month  and 
then  once  a  month  thereafter.  In 
severe  cases  it  can  be  applied 
once  daily  for  the  first  week. 

Packs  of  the  GSL  product 
come  with  an  applicator  nozzle  and 
a  leaflet.  Bioglan  Laboratories 
Ltd.  Tel:  0462  38444. 


Isotrate 

Thames  Laboratories  are 
marketing  a  new  brand  of 
isosorbide  mononitrate  20mg. 

Isotrate  tablets  are  white, 
round,  biconvex  tablets  imprinted 
"T"  on  one  face  and  "20"  on  the 
other.  The  dose  for  prophylaxis  of 
angina  pectoris  is  usually  one 
tablet  two  to  three  times  daily. 
The  dose  ranges  from  20-120mg 
daily  in  divided  doses.  In 
congestive  cardiac  failure  20mg 
two  to  three  times  daily  is  the 
usual  dose. 

Packs  are  blister  strips  of  60 
tablets  (£4.32  trade).  It  is  a 
pharmacy  only  product  and  the 
product  licence  number  is 
004 1  / 0006 .  Thames  Laboratories 
Ltd.  Tel:  0978  661351. 


Opsite's  grid 

Opsite  Flexigrid  is  a  new  dressing 
from  Smith  &  Nephew  that 
replaces  Opsite  10  by  10cm  on  the 
Drug  Tariff. 

It  is  made  up  of  three  layers  — 
a  piece  of  Opsite,  a  flexible  carrier 
with  a  grid  that  can  be  used  to  give 
a  tracing  of  the  wound,  and 
backing  paper.  The  price  is 
unchanged.  Smith  &  Nephew 
Medical  Ltd.  Tel:  048225181. 


Canesten 
confusion 

Bayer  say  that  pharmacists  have 
received  some  ambiguous 
prescriptions  for  Canesten  vaginal 
cream  where  the  strength  has  not 
been  specified. 

The  two  creams  are  for 
different  treatment  periods.  The 
2  per  cent  cream  comes  with  six 
applicators  for  insertion  twice 
daily  for  three  days,  or  once  a  day 
for  six  days.  The  10  per  cent 
cream  comes  in  a  prefilled 
applicator  for  single  dose  use. 
Bayer  UK  Ltd.  Tel:  063539000. 

Rsons  are  introducing  a  new  Intal 
Spinhaler  (£1.89  trade)  from 
August  1  that  is  said  to  be  more 
user-friendly,  more  compact  and 
will  encourage  compliance.  The 
working  mechanism  remains  the 
same  and  patients  do  not  need 
retraining  in  its  use,  say  Fisons 
pic.  Tel:  0509611001. 

Boehringer  say  that  the  250ml  pack 
of  Villescon  liquid  is  to  be  replaced 
by  a  150ml  pack  (£0.85  trade). 
Boehringer  Ingelheim  Ltd.  Tel: 
0344  424600. 

Yutopar  is  to  be  available  in  an 
blister  pack  (90,  £19.80  trade) 
from  August.  Duphar  Labora- 
tories Ltd.  Tel:  0703472281. 


Look  no  further 

//  /  for  the  relief  of  conjunctivitis 
due  to  hay  fever 

OTRIVINE-ANTISTIN 

xylometazoline  hydrochloride,  antazoline  sulphate 

Sterile  eye  drops 

A  Pharmacy  Sale  only  product 


Zyma  (UK)  Limited,  Alderley  Edge,  Cheshire  SK9  7XP    Detailed  information  will  be  sent  on  request 
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THE  NEWfORMULA 
DRSM~-~~ 


NEW  TRADE  APPEAL 

•  TYie  on/y  OTC  Cystitis  product  which  you  can  recommend 
with  low  sodium  content 

•  Clear,  authoritative  pharmacy  literature  to  help  you  help 
your  customers 

•  Full  PR  and  POS  back  up 

•  Informative,  medically  endorsed  consumer  leaflets 

•  Recharge  your  sales  —  recommend  CYSTOPilRIN 


NEW  CONSUMER  APPEAL 

•  Now  a  simple  48  hour,  six-sachet  course  of  treatment 

9  Each  sachet  contains  active  ingredients  3g  Potassium  Citrate  BP 

•  Easily  dissolving  granules  encourage  fluid  intake 

•  Pleasant  citrus  flavour  drinks 

•  More  convenient,  more  appealing,  more  palatable  and  reliably 

effective 

•  For  further  information  on  your  special  bonus  deal, 
ask  your  rep  to  call 


CYSTOPURM" 

FAST  AID  FOR  CYSTITIS 


ducing 

from  heart 


I  o  begin  with 
two  minutes  of  yours 


K 


cart   disease    is   still  Britain's 
biggest  single  killer. 

However,  you,  the  chemist,  can 
help  to  arrest  it. 

You  see,  despite  the  government's 
advertising  campaigns,  there  are  still 
many  people  who  are  simply  unaware  of 
the  dangers  that  they  lace  each  day. 

What  they  need  is  a  friendly  and 


concerned  piece  of  advice  from  someone  tha 
they  know  and  trust.  Like  a  doctor  or  a  chemist 

The  people  most  at  risk 

Heavy  drinkers  and  smokers  are  most  a 
risk.  So  too  are  those  who  are  overweight  o 
under  pressure. 

Also  anybody  who  takes  little  or  no 
exercise  or  whose  family  has  a  history  of  hear 
disease  is  likely  to  be  at  greater  risk. 


idea  for  people  to  try  to  increase  their  intake  of  EPA 
(Eicosapentaenoic  Acid). 

As  you  may  know,  EPA  is  an  important  Protec 
tive  Polyunsaturate  found  almost  exclusively  in  pure 
fish  oils. 

It  is  thought  to  play  a  major  role  in  maintaining 
normal  blood  lipid  levels.  Indeed  researches  otten 
point  to  the  high  level  of  EPA  in  the  diets  of  Eskimos 
to  explain  their  enviable  health  record  in  respect  of 
certain  diseases.  (Their  EPA  intake  is  twenty  times 
higher  than  ours.) 

Despite  this  fact,  few  people  in  Britain  eat 
enough  oily  fish  to  significantly  increase  their  level 
of  EPA. 

And  that's  where  Seven  Seas  Pulse  can  help. 

VULSE  -  HELPS  MAINTAIN  A  HEALTHY  HEART 
Pulse  soft  capsules  contain  a  special  concen- 
trated blend  of  pure,  natural  fish  nils. 

The  blend  is  derived  from  the  flesh  of  specially 
selected  oily  fish  that  guarantees  a  standardised  level 
of  Extra  Protective  Action  Polyunsaturates. 

Just  two  capsules  of  Pulse  each  day  is  suffi- 
cient to  double  the  level  of  FPA  in  most  people's  diet. 

So  it  you'd  like  to  help  reduce  Britain's  death 
rate  from  heart  disease  start  right  now  by  contacting 
us  for  more  information. 


1)1  Mil  RATI  S  1  ROM  CORONARY  HEAR!  D1SEASI 
PER  10(1.0(10  PI  ( )PI  I  (I  igures  are  lor  men  aged  between  55  and  h4  ) 
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Based  on  figures  from  the  World  I  lealth  ( Irganisation 


You'll  know  your  regular  Customers  and  you'll  have  a 
I  idea  if  they  fit  into  any  of  these  categories. 

If  they  do,  the  advice  you   should   give   is  obvious, 
down  on  drinking,  smoking  and  fatty  foods,  eat  more 
sibly  and  take  more  exercise. 

Remember,  on  average,  someone  somewhere  in  Britain 
S  from  heart  rlisease  every  three  minutes. 

THE  IMPOR  TANCE  OF  FISH  Oil  S 

In  addition  to  changing  their  habits,  it  is  also  a  good 


To  order  your  stocks  of  Seven  Seas  Pulse  see 
your  usual   representative  or  write   to  us  al  the 
address  below. 

Seven  Seas  @ 

PULSE 

HELPS  MAINTAIN  A  HEALTHY  HEART 

Seven  Seas  Health  Care  I  imited,  Hedon  Ro.nl,  Mull  HU9  SNJ 


f/anofs  up  who 


Mr  REACH  *  ix)///  show  you  how 

Running  a  profitable  business  means  time  spent  managing  stock  levels, 
maximising  margins  and  the  profitability  of  shelf  space.  And  knowing  your 
customers  and  what  they  want. 

Your  customers  want  REACH  products- which  is  why  REACH  Dental  Floss  is 
brand  leader  with  a  share  of  70% +,  and  REACH  toothbrushes  were  the 
fastest  growing  brand  in  1988,  up  54%f ,  helped  by  the  competitive  99p  retail 
still  available  through  your  usual  wholesaler. 

With  a  continuous  TV  presence  in  1989,  featuring  the  highly  memorable 
'Mr  REACH'  advertisements,  REACH  Oral  Hygiene  products  offer  you  more 
growth  potential  than  any  other  brand. 

Now,  a  smart  display  stand  is  available  free  to  present  the  whole  range  to  your 
customers  in  the  minimum  of  shelf  space.  Simply  send  in  the  coupon  below  and 
we'll  arrange  immediate  delivery.  Then  just  watch  those  hands  picking  REACH, 
and  making  your  profit  grow! 


, .  the  fastest  growing  name  in  oral  hygiene 


Please  arrange 


del  i very  of  a  REACH*display  stand* 


Number  to  ring  to  confirm  delivery  date: 

Name  of  Contact  

OTC  Wholesaler   

Shop  Name   

Address   


Postcode 


Johnson  &  Johnson  Free  Display  Stand  Offer, 
Amanda  Manisier,  Johnson  &  Johnson  Ltd., 
Foundation  Park,  Roxborough  Way,  Maidenhead,  Berks  SL6  3UG 


c  not  included.  Please  allow  up  to  28  days  for  delivery.  f  Nielsen  (£)  'Trademark 


ORAL  HYGIENE 


Something  to  get 
your  teeth  into 

Optimism  abounds  in  the  £200m  oral  hygiene  market.  Many  products  are  showing  growth  ahead  of  inflation 
and  new  areas  are  being  opened  up,  or  pursued  by  more  companies  creating  interest  and  stimulating  activity  in 
the  market  as  a  whole  There's  plenty  for  pharmacists  to  chew  on  even  if  they  only  take  a  small  initial  bite  to 

see  if  they  like  the  taste 
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ORAL  HYGIENE 


Brush  folks 


Mr  Reach :  ] &] 's  dental  spokesman 

We  British  are  still  relatively  stingy  when  it 
comes  to  buying  toothbrushes.  Dentists  tell  us 
we  should  change  at  least  every  three  months 
but  on  average  we  buy  a  new  brush  once 
every  ten  months.  That's  average  mind. 
Some  people  share  a  toothbrush  with  a 
partner  and  others  don't  bother  with  one  at  all. 
There  are  those  of  course,  those  who  could  be 
termed  "dentally  aware"  in  marketingspeak, 
who  do  a  lot  better  making  up  for  those  of  us 
who  cannot  be  bothered. 

Despite  our  reluctance  to  use  more 
toothbrushes  manufacturers  seem  in 
optimistic  mood  this  year  because  sales  are 
growing  in  value  and  in  volume  and  they  have 
plans  to  keep  it  that  way. 

At  least  two  companies  have  declared  their 
intention  to  try  to  create  more  interest  in  the 
toothbrush  sector  —  Addis  with  their  Wisdom 
brand  by  producing  more  stylish  and  hopefully 
attractive  products,  and  Johnson  &  Johnson  by 
trying  to  convince  people  that  looking  after 
their  teeth  is  fun,  with  the  help  of  their  Mr 
Reach  character. 

Both  these  elements  are  epitomised  in  the 
fast  growing  children's  character  toothbrush 
sector. 

Value  growth  in  toothbrush  sales  is  coming 
partly  from  the  move  to  what  are  known  as 
"professional"  products  —  those  which 
dentists  would  recommend.  Professional 
toothbrushes  are  generally  more  expensive 
than  what  could  be  termed  "ordinary" 
toothbrushes  and  now  account  for  over  50  per 
cent  of  the  65  million  or  so  toothbrushes 
expected  to  be  sold  this  year.  Using 
professional  toothbrushes  may  encourage  us 
to  change  them  more  often  since  they  are 
usually  made  with  softer  bristles  which  wear 
out  more  quickly. 

In  last  month's  Which? magazine  from  the 
Consumers'  Association  professional  type 
toothbrushes  were  picked  out  as  being  "up  to 
scratch"  by  a  group  of  experts  from  a 
university  dental  department  and  164 
volunteer  consumers  who  told  Which?  what 
they  thought  of  41  toothbrushes  tested. 
Wisdom  Plaque  Control  adult  regular,  Oral  B 
Plus  P-40  and  Mentadent  P  professional  soft 


were  preferred  by  experts  and  laymen  alike. 

In  the  tests  each  toothbrush  was  tried  by 
ten  men  and  ten  women  for  a  week.  As  well  as 
the  three  brands  picked  out  as  "up  to  scratch" 
volunteers  said  they  would  definitely  use 
Colgate  double  action  adult,  Wisdom  angled 
Quest  adult  regular  and  Colgate  sensitive 
action  again. 

The  experts  recommended  as  good  all 
round  11  toothbrushes  many  of  which  were 
own  label  products  from  stores  like  Asda, 
Tesco,  Boots  and  Sainsbury. 

Laymen  trying  the  toothbrushes  tended  to 
like  medium  bristles  and  an  average  head  size 
and  handle  length  though  men  preferred 
longer  handles  than  women. 

The  experts  disliked  hard  bristles,  bristles 
of  different  lengths  (trimmed  to  give  notches 
for  example  or  a  curved  profile) ,  bristles  which 
were  too  compact  or  too  sparse  and  large 
toothbrush  heads. 

Which?  recommends  medium  or  soft 
textured  bristles  and,  if  soft  bristles  are  used, 
disclosing  tablets  to  check  teeth  are  being 
cleaned  properly. 

Generally,  dentists  prefer  a  flat  head  to 
contoured  bristles,  with  a  medium  or  small 
head  giving  best  access  to  all  parts  of  the 
mouth.  Straight  handles  are  favoured  by 
dentists  but,  says  Which?,  an  angled  head  may 
help  in  cleaning  hard-to-reach  areas. 

Sales  talk 

Mark  Howard,  marketing  manager  at  Addis, 
told  C&D  that  the  relaunch  of  the  Wisdom 
brand  last  year  has  helped  take  it  back  to  the 
number  one  slot  in  grocery  outlets  with  a  25 
per  cent  sterling  share.  In  pharmacies  other 
than  Boots  Wisdom  claim  a  41  per  cent  volume 
share  of  sales.  As  part  of  last  year's  relaunch 
all  toothbrushes  which  could  not  be  dentally 
recommended  were  taken  out  of  the  Wisdom 
range  with  some  being  put  into  the  Addis 
range  and  others  being  discontinued. 

To  try  to  create  a  little  more  interest 
'designer'  toothbrushes  —  Wisdom  IQ  - 
were  added,  and  for  Summer,  when 
toothbrush  sales  traditionally  rise  and  people 
tend  to  go  for  brighter  colours,  Bon  Voyage 
travel  toothbrush  has  been  introduced. 

Added  value  promotions  are  being  used  in 
an  attempt  to  keep  retail  prices  up. 

Quest  carries  an  on-pack  offer  of  free  wrist 
bands  and  there  is  a  competition  offering  the 
chance  to  win  a  weekend  at  Champneys 
"health  resort".  The  wrist  bands  and 
competition  link  in  with  television  advertising 
using  the  ' '  wise  up  to  Wisdom ' '  slogan  which 
is  scheduled  to  be  back  on  screen  this 
Autumn. 

Following  the  toothbrush  relaunch 
packaging  for  accessory  products  including 
floss,  disclosing  tablets,  interproximal 
toothbrushes  and  dental  mirror,  is  being 
brought  into  line. 

Oral  B's  brand  manager  Mark  Haggett- 
King  also  notes  that  his  company's  products 
have  scored  some  success.  In 
January/February  this  year  Oral  B 
toothbrushes  notched  up  a  25  per  cent  value 
brand  share  in  the  overall  toothbrush  market, 
which  is  estimated  to  be  worth  almost  £50m  at 
rsp,  making  them  the  number  one  brand  for 
the  first  time.  Mark  Haggett-King  is  the  first 
to  admit  that  figures  for  the  full  year  may  not 


tell  quite  the  same  story  but  nevertheless  it's 
a  pleasing  statistic. 

In  addition  to  Oral  B's  £1.5m  worth  of 
television  advertising  for  their  toothbrushes 
the  repackaged  Plus  range  carries  a  £1  cash 
back  offer  redeemable  against  two  proofs  of 
purchase  (Counterpoints  July  1).  The 
toothbrushes  are  claimed  to  have  almost  a  9 
per  cent  share  of  professional  toothbrush 
sales. 

Johnson  &  Johnson  are  looking  at  the  oral 
hygiene  market  with  renewed  interest  and  see 
it  as  a  potentially  big  growth  area  particularly 
now  people  are  being  encouraged  to  be 
responsible  for  their  own  good  health.  J&J's 
marketing  manager  Dermot  Boden  told  C&D 
that  the  company  has  every  intention  of 
becoming  much  more  aggressive  in  the  UK 
market. 

Support  for  Reach  toothbrushes  is  ongoing 
with  £lm  set  aside  for  television  advertising 
this  year.  "We  want  to  convince  people  oral 
hygiene  is  fun  and  that  visiting  the  dentist  is 
not  a  pain, ' '  Mr  Boden  explained . 

Mr  Reach  (the  cartoon  character  with  the 
"flip-top  head")  is  seen  as  a  good  vehicle  to 
get  the  message  across  and  J&J  intend  to 
broaden  their  use  of  the  character  along  with 
Mrs  Reach  who  appeared  in  the  latest  burst  of 
television  commercials. 

"Mr  Reach  is  likeable  and  a  good  dental 
spokesman.  We  are  going  to  use  him  more  in 
dentists'  surgeries  and  possibly  elsewhere  as 
well,"  says  Dermot  Boden. 

Reach's  share  of  the  total  toothbrush 
market  is  estimated  to  be  around  1 1  per  cent 
by  value. 

Stafford-Miller  estimate  that  the 
sensitive/gentle  sector  of  the  professional 
toothbrush  market  now  accounts  for  around 
10  per  cent  of  volume  sales.  Sensodyne  gentle 
and  Sensodyne  Search  sensitive  toothbrushes 
are  claimed  to  have  nearly  a  5  per  cent  sterling 
share  of  professional  toothbrush  sales. 

This  year  Stafford-Miller  plan  to  spend 
£2. 8m  promoting  their  toothbrushes  including 
television  advertising  through  Summer  and 
national  Press  advertising  in  women's 
magazines  which  runs  through  the  year. 
There  is  also  a  campaign  geared  to  promoting 
the  products  to  the  dental  profession  seen  as 
key  in  influencing  toothbrush  selection. 

Den-tal-ez  have  introduced  "ultra-soft" 
adult  toothbrushes  under  their  GUM  label  in 
regular,  compact  and  small  head  sizes.  They 
retail  at  £0.86  each  (£0.82  for  the  three  row 
version)  and  are  intended  for  people  with 
sensitive  teeth  and  gums. 


Wisdom  all  set  with  Bon  Voyage 
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Disposable  goods  suppliers  Protege  have 
taken  up  the  marketing  rights  for  a  disposable 
toothbrush  —  Gel  Fresh.  Each  toothbrush 
comes  individually  wrapped  and  has  gel  stored 
beneath  its  bristles.  When  pressure  is  applied 
to  the  toothbrush  head  the  gel  is  released. 

Minimum  order  is  five  cases  of  180 
toothbrushes  per  case.  Each  case  costs 
£23.50  trade  and  the  toothbrushes  are 
expected  to  sell  for  about  £0.25-£0.30  each. 
Details  from  Protege  Marketing  (tel:  025126 
4545). 

In-betweenies 

The  UK  floss  market  has  the  potential  to  grow 
by  as  much  as  four  times  if  the  American 
experience  is  anything  to  go  by,  according  to 
Johnson  &  Johnson's  Dermot  Boden.  He 
estimates  sales  here  are  currently  worth 
around  £4m  at  rsp  of  which  J&J  claim  a  64  per 
cent  share. 

Year  on  year  growth  is  unimpressive  at 
about  7  per  cent  but  if  we  start  using  floss  the 
way  Americans  do  —  they  use  more  than  five 
times  as  much  floss  per  head  than  the  British 
do  —  then  there  is  a  huge  opportunity, 
declares  Mr  Boden  who  feels  the  US  is  a 
natural  comparison  for  the  UK. 

The  market  will  probably  be  driven  by 
professionals,  be  they  dentists  or 
pharmacists,  he  says.. 

Johnson  &  Johnson  are  launching  Reach 
floss  with  fluoride  at  the  end  of  next  month. 
The  product  is  seen  as  an  opportunity  to 
develop  the  sector. 

Oral  B's  Mark  Haggett-King  believes  the 
key  to  success  in  the  currently  static  floss 
sector  is  to  offer  products  which  are  easier  to 
use  which  means  wider,  waxed  floss  which  will 


fray  less  easily. 

Oral  B  put  a  fluoride  floss  onto  the  market 
in  February  with  a  20p  off  coupon  offer  which 
from  this  month  features  on  their  extra 
strength  floss  range  (Counterpoints  July  8). 
The  addition  of  flouride  floss  is  seen  as  giving 
the  product  a  unique  selling  point. 

Stafford-Miller,  who  added  fluoride  floss  to 
their  Sensodyne  range  last  year,  are  next 
month  launching  Sensodyne  dental  tape.  It  has 
a  PTFE  coating  which  they  say  makes  it  easier 
to  use  because  it  helps  the  tape  glide  more 
easily  through  tight  contact  points  and  offers 
good  filament  spread  for  effective  plaque 
removal.  The  company  says  the  new  product 
fills  a  gap  in  its  range  and  that  dentists  like 
dental  tape  because  it  is  less  likely  to  cause 
trauma  if  used  incorrectly. 

Den-tal-ez  are  adding  new  products  to 
their  Butler  range  of  oral  hygiene  products. 
Perio-Pic  mint  flavoured,  wooden  interdental 
cleaning  sticks  come  in  packs  of  30  with  four 
packs  to  a  blister  card  (£1.39rrp).  Postcare 
(four  per  blister  card,  £5.25),  a  device  for 
flossing  dental  implants. 


To  the  standard  floss  range  has  been 
added  a  mint  flavoured,  lightly  waxed  variant 
(300yds,  £4.69;  50yds,  £1 .24). 

Nicholas  Laboratories  say  £1.5m  worth  of 
dental  sticks  are  sold  each  year  in  the  UK  and 
that  their  Interdens  product  has  a  50  per  share 
with  volume  growth  of  10  per  cent  year  on 
year  and  particular  strength  in  pharmacies  and 
drugstores.  The  brand  is  consistently 
supported  by  sampling  offers  and 
competitions,  says  the  company. 


Character  building 

Most  toothbrush  suppliers  agree  that  the 
sector  showing  the  fastest  growth  is 
children's  character  products. 

Oral  B's  Mark  Haggett-King  says  that  the 
area  became  a  £lm  business  in  1988  and  by 
the  end  of  this  year  could  be  worth  around 
£1.3m.  Also  in  1988  character  toothbrushes 
broke  the  50  per  cent  barrier  as  a  proportion 
of  children's  toothbrush  sales.  In  keeping  with 
the  trend  Oral  B  this  month  added  another  set 
to  their  range  featuring  Mickey  Mouse, 
Minnie  Mouse,  Pluto  and  Donald  Duck 
bringing  their  collection  to  four  sets  of 
characters  although  Snoopy  is  to  be 
discontinued  having  proved  less  popular  than 
Bugs  Bunny  and  friends  or  Disney  Ducktales. 

A  cinema  ticket  promotion  on  the  new 
toothbrushes  runs  until  the  end  of  the  year. 

Not  to  be  outdone  Wisdom  have  added 
Thomas  the  Tank  Engine  characters  to  their 
range  which  already  includes  Care  Bears  and 
Mr  Men.  Mark  Howard  hopes  the  new  range 
will  take  Wisdom's  share  of  the  children's 


Character  rale  far  children 
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LOUIS  SANDERSON 

ORAL  HYGIENE  DIVISION 


Leaders  in 
Toothbrush  Manufacture 


Supplying  a  full  range  of  brands. 
Specialists  in  contract  manufacture 
and  retailer  own  label. 

Louis  Sanderson,  Oral  Hygiene  Division, 
Ashvale  Road,  Tuxford,  Nr.  Newark,  Notts  NG22  0NH 
Tel:  0777-870057  Telefax:  0777-871805  Telex:  378225 


Send  your 
customers  away! 


with  a  smile 
on  their  face 


'  Easy  to  use  - 
no  mixing  and  no  fuss 

•  Totally  harmless  and  allergy  free 

•  Unlike  other  'similar'  products, 
Dent- Aid  is  not  permanent  so  there  is 
no  trouble  removing  it  at  the  dentist 

•  Advertising  and  PR  Support 

•  Normal  margin  37% 
Introductory  margin  50% 
on  orders  over  12 

Dent- Aid,  the  fast  growing  emergency 
dental  kit  that  will  have  you  and  your 
customers  smiling. 


Available  (mm  Waldent  Lid.  Greystokes, 
Caenshill  Road,  Weybridge,  Surrey  KT130ST 
Tel  (0932)  223577 
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Filling  a  gap 
in  the  market 


Continued  from  pl63 

character  toothbrush  sector  in  independent 
pharmacies  to  around  75  per  cent  from  its 
present  position  of  just  over  50  per  cent 
volume  share. 

Stafford-Miller  added  My  Little  Pony  to 
their  stable  of  Sensodyne  children's 
characters  toothbrushes  in  March  and  from 
the  beginning  of  next  month  Garfield  is  to 
appear  in  the  collection. 

My  Little  Pony  is  already  a  high  profile 
children's  toy  appealing  mainly  to  girls  aged 
three  to  nine  years,  say  Stafford-Miller.  The 
toy  receives  good  backing  from  owners 
Hasbro  with  £1.25m  set  aside  for  television 
advertising,  says  the  company. 

Going  electric 

Despite  the  relatively  small  size  of  the  UK 
electric  toothbrush  market  —  valued  at  around 
£3. 5m  —  Braun  who  claim  brand  leadership, 
are  confident  that  there  is  plenty  of  room  for 
growth  particularly  when  they  look  at  the  way 
things  have  gone  in  Europe  where  they  say 
sales  are  worth  some  £60m. 

With  only  4  per  cent  penetration,  the 
British  market  is  seen  as  being  in  its  infancy. 
Braun  predict  a  further  40  per  cent  increase  in 
sales  this  year  which  will  take  the  market  to 
almost  £5m. 

LInderlining  Braun's  confidence  is  their 
committment  to  television  advertising. 
Another  campaign  is  planned  for  Winter. 

This  year  Braun  changed  to  Oral  B  round- 
ended  brush  heads  for  their  electric 
toothbrushes.  The  company  says  studies  have 
shown  that  end-rounded  filaments  can  help 
minimise  gum  damage  as  compared  with  non 
end-rounded  filaments.  And  with  bad 
toothbrushing  technique  contributing  to  gum 
recession,  Braun  say  using  and  electric 
toothbrush  can  help  overcome  the  problem. 

Market  Assessment  are  less  optimistic 
about  the  electric  toothbrush  market.  In  a 
recent  oral  hygiene  report  they  say 
'  'consumer  resistance  against  the  product  is 
high  mainly  because  few  would  contemplate 
spending  around  £20  for  a  toothbrush".  The 
report  says,  despite  a  large  potential,  it  would 
seem  that  the  market  will  remain  steady  over 
the  next  five  years . ' ' 


Testing  Braun 's  electric  appeal 


'  'Sticking  plaster  for  teeth"  is  the  way  Tony 
Lees  describes  his  Dentanurse  kit,  designed 
to  enable  people  to  replace  a  crown  or  make  a 
temporary  filling.  As  a  practicising  dentist 
Tony  Lees  knows  from  experience  that 
people  often  lose  crowns  or  fillings  when  away 
from  home  and  the  result  can  be  quite 
distressing.  Not  only  that  but  now  we  have  all 
been  made  acutely  aware  of  the  dangers  of 
infection  with  hepatitis,  AIDS,  etc,  being  able 
to  avoid  a  visit  to  a  'foreign'  dentist  would 
seem  an  attractive  proposition. 

And  Tony  Lees  is  not  the  only  person  to 
have  thought  of  the  idea.  Since  the  launch  of 
Dentanurse  last  Autumn  four  other  products 
have  come  to  the  market  —  Toofy  Pegs  from 
Dental  Projects  (Laboratories),  Dentaid  from 
Waldent,  Dentemp  from  Al  Pharmaceuticals 
and  Tooth-fil  from  GAP  Research  Company. 
And  a  fifth  —  Tooth  Saver  —  was  launched  in 
May  last  year. 

Toofy  Pegs  was  first  mentioned  in  C&D 
in  1982  but  it  is  only  this  year  the  suppliers 
have  decided  to  promote  it  nationally  with 
magazine  advertising  and  mail  shots  to 
pharmacists.  The  product  is  the  only  one 
based  on  gutta  percha  which  needs  to  be 
heated  before  use.  The  others  use  filling 
materials  similar  to  those  dentists  use,  based 
on  zinc  compounds,  and  some  contain  eugenol 
or  clove  oil  as  a  painkiller.  The  materials  do  not 
set  rock  hard,  so  they  can  be  scraped  out  with 
a  probe . 

It  is  worth  stressing  to  anyone  buying  one 
of  these  temporary  filling  kits  that  they  are  just 
that  —  temporary.  It  is  likely  that  a  tooth  filled 
or  crown  replaced  will  be  alright  for  up  to  a 
week  and  some  of  the  kits  supply  enough 
paste  for  several  applications  but  they  are  no 
substitute  for  a  permanent  filling  or  crown 
fitting.  That  is  a  point  the  British  Dental 
Association  is  wary  about.  While 
acknowledging  that  a  temporary  kit  could  be 
useful  if  you  are  hitch  hiking  across  Thailand, 
for  instance,  people  afraid  of  visiting  a  dentist 
might  use  a  kit  instead  which  could  mean  more 
serious  problems  are  missed  or  allowed  to 
become  worse  before  they  are  treated. 

There  are  situations  in  which  the  kits 
should  not  be  used:  particularly  where  there 
is  facial  swelling  or  if  the  cavity  left  by  a  lost 
filling  is  very  large  or  painful.  In  these  cases  it 
is  best  to  see  a  dentist  straight  away. 

The  kits  vary  in  their  contents  and  the  way 
the  paste  is  used.  Some,  like  Tooth-fil,  do  not 
contain  eugenol  or  clove  oil.  Gap  Research  Co 
felt  it  was  best  not  to  include  a  painkiller 
because  it  might  encourage  people  to  keep  on 
using  the  product.  Tooth-fil  cannot  be  used  to 


replace  crowns  but  the  company  plans  to 
launch  Re-fit  at  Chemex  in  September, 
designed  for  just  that. 

The  filling  material  in  the  Dentanurse  kit 
comes  as  a  tube  of  paste  and  a  tube  of  catalyst 
which  have  to  be  mixed,  and  depending  on 
how  long  the  material  is  left  before  application 
it  can  be  used  as  a  temporary  filling  or  for 
replacing  a  crown.  The  kit  also  contains  a 
dental  mirror,  which  can  be  bent  to  almost  any 
angle,  mixing  tray  and  probe/spatula.  A 
traveller  version  includes  a  sterile  needle 
which  is  designed  to  fit  most  dental  syringes. 

The  Tooth  Saver  pack  also  includes  a 
dental  mirror,  this  time  with  a  fixed  angle,  a 
mixing  tray  and  plastic  mixer,  combined 
spatula  and  scoop  plus  a  bottle  containing  the 
cement  powder  which  is  mixed  with  water 
when  needed.  A  second  plastic  bottle  is 
provided  to  put  water  in  for  dispensing. 

Toofy  Pegs  includes  a  toothache  tincture 
and  mouthwash  tablets.  Before  using  any  of 
the  temporary  fillings  it  is  essential  to  clean  the 
teeth  and  to  make  sure  all  food  is  removed 
from  any  cavity  to  be  filled. 

The  products  have  all  been  developed  by 
dentists  or  people  specialising  in  supplying  the 
dental  profession.  Two  companies  —  Waldent 
and  Dentanurse  —  have  been  set  up  by 
dentists  who  still  practice  in  their  own 
surgeries.  Tooth  Saver  is  also  run  by  a 
practicising  dentist  —  Iqbal  Fazal  —  and 
supplies  dentists  with  a  range  of  equipment. 

Tony  Lees  set  up  Dentanurse  in  1986 
when  he  began  supplying  products  to  help 
prevent  cross  infection  in  dental  practices.  He 
sees  his  temporary  filling  product  as  a  means 
to  an  end.  Proceeds  from  the  Dentanurse  kit 
are  to  be  used  to  fund  other  consumer  product 
launches.  He  is  currently  gearing  up  to  launch 
his  dental  mirror  in  the  Autumn,  and  by  the 
end  of  the  year  hopes  to  launch  another 
product  which  he  sees  as  a  potential  big  seller. 

Like  Tony  Lees,  Brian  Ford  at  Waldent 
still  practices  dentistry  and  is  keen  to  see 
Dent-aid  do  well  and  to  launch  other  consumer 
products.  Unlike  Tony  Lees,  however,  Brian 
Ford  sees  a  big  potential  for  temporary  filling 
kits.  It  is  early  days  yet  but  the  product  is 
being  promoted  in  dental  trade  magazines, 
holiday  and  travel  magazines,  women's  and 
general  interest  magazines  and  national  and 
regional  daily  newspapers. 

Some  of  the  kits  are  available  through 
pharmaceutical  wholesalers,  others  are  sold 
direct  through  mail  order  catalogues  as  well  as 
through  dentists'  surgeries  and  other  retail 
outlets  such  as  survival  aids  shops  and  travel 
shops  as  well  as  health  food  shops. 


DENTAL  CARE  PRODUCTS 
FROM  BUTLER, 

LEADING  ORALHYGIENE  SPECIALISTS 

Recommended  by  dentists,  the  complete  range  for  good 
oral  hygiene  -  Proxabrush  Interdental  Brush  System, 
Dental  Tape,  Dr  Bass  Floss,  Flossmate,  Floss  Threaders, 
and  of  course  a  toothbrush  for  every  member  of  the  family! 


Colour  catalogue  available  from 


DEN-TAL-EZ 

DENTAL  PRODUCTS  (GB)  LTD 


PROXABRUSH 
TRAV-LER 


CLEVELAND  WAY;  HEMEL  HEMPSTEAD,  HERTS.  HP2  7DY  ENGLAND.  TEL:  HEMEL  HEMPSTEAD  69301. 
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THIS  TUBE 

SELLS 
THIS  TUBE 


Dentu-Creme 


BRUSHES  DENTURES  FRESH  AND  CLEAN 


The  fastest  growing  denture  cleanser  is  also  the  only  one  advertised.  That's  why  our  TV 
commercial  is  now  backed  with  the  biggest  spend  ever  Our  £1.2  million  campaign  starts 
this  month.  Stock  and  display  all  three  sizes  of  Dentu-Creme,  and  tune  in  for  bigger  sales.  H 


ORAL  HYGIENE 


Sensitive  move 


The  toothpaste  market  remains  fiercely 
competitive  as  evidenced  by  the  money  spent 
on  television  and  Press  advertising  —  around 
£14m  in  the  12  months  to  April  this  year 
according  to  Nielsen  Marketing  Research, 
that's  more  than  10  per  cent  of  the  value  of 
toothpaste  sales  valued  by  Beecham 
Toiletries  at  about  £130m  at  rsp.  According  to 
Nielsen-Marketing  Research  grocery  outlets 
sell  almost  nine  times  more  toothpaste  by 
value  than  pharmacies  (excluding  Boots). 
Market  Assessment's  report  says  that  with 
the  trend  to  one-stop  shopping  this  is  likely  to 
continue. 

Taylor  Nelson  Research's  personal  care 
panel  (a  sample  of  2,500  women  and  1,250 
men  who  keep  a  diary  of  their  oral  hygiene 
habits  for  two  weeks  at  a  time  spread  through 
the  year)  shows  an  increasing  use  of  pumps  — 
up  22  per  cent  in  the  12  months  to  March 
1988.  The  increase  was  apparent  across  all 
age  bands,  with  a  notable  exception  being  the 
over  45s.  Use  amongst  the  less  well  off  also 
increased  (by  51  per  cent)  suggesting  that  the 
"convenience/no  mess"  appeal  has  sufficient 
strength  to  offset  higher  prices. 

The  panel  showed  little  change  in  the  12 
months  to  March  1988  in  the  shares  of  the  four 
dominant  toothpaste  manufacturers  (Colgate, 
Beecham,  Elida  Gibbs,  Procter  &  Gamble). 
However,  own  brands  are  an  increasing  threat 
with  16  per  cent  growth  over  the  year. 
Several  major  retailers,  especially  grocery 
chains  such  as  Sainsbury  and  Asda,  are 
benefitting  from  introducing  ranges  of 
products  beyond  the  basic  mildmint  or 
freshmint  flavours  to  cater  for  specific 
complaints  (eg  sensitive  teeth,  anti-plaque 
formula)  as  well  as  providing  products  in  pump 
form. 

Taylor  Nelson  Research  say  just  over  one 
in  five  females  complain  of  sensitive  teeth, 
compared  to  only  one  is  seven  males.  All 
female  age  bands  record  a  higher  level  of 
sensitivity  than  males. 

Those  with  "sensitive"  teeth  are  less 
brand  loyal  than  the  total  population  (ie  a 
smaller  proportion  used  the  same  brand  three 
months  ago). 

Taylor  Nelson  Research  suggest  this  may 
represent  temporary  sensitivity,  thus  they 
use  toothpaste  for  sensitive  teeth  only  while 
they  are  suffering,  or  it  could  point  to  a  higher 
level  of  brand  dissatisfaction  among  sensitive 
teeth  sufferers. 

Not  surprisingly,  more  toothpastes 
specifically  for  sensitive  teeth  are  becoming 


available,  but  Taylor  Nelson  Research 
estimate  they  still  account  for  well  under  10 
per  cent  of  all  toothpaste  usage.  Sensodyne  is 
the  leading  brand,  with  a  steady  rise  is  usage 
share.  Own  label  is  likely  to  claim  more  share 
of  this  sector  with  Asda,  Sainsbury,  Waitrose 
and  Boots  providing  their  own  brands. 

Stafford-Miller  say  Sensodyne  toothpaste 
now  has  just  over  21  per  cent  sterling  share  in 
pharmacy  outlets.  And  there  is  further  room 
for  expansion  as  the  company  estimates  1  in  4 
people  suffer  from  sensitivity  at  some  time. 

The  brand  is  supported  again  this  year  with 
television  advertising.  The  current  burst  in  a 
£3. 5m  campaign  runs  until  next  month. 

Beecham  Toiletries  claim  a  23  per  cent 
combined  value  share  of  the  toothpaste 
market  for  their  brands.  They  too  are 
supporting  products  with  television 
advertising.  Macleans  is  back  on  air  nationally 
next  week  in  a  new  commercial  which  is  to  run 
for  six  weeks  and  is  backed  by  Press 
advertising.  Total  spend  is  £1.8m  (MEAL), 
says  the  company.  The  brand  also  carries  an 
offer  of  free  Philips  180  minute  blank  video 
cassettes  with  proofs  of  purchase 
(Counterpoints  July  15).  Beecham  expect 
over  200,000  redemptions  for  the  offer. 

For  Aquafresh  toothpaste  pumps  there  is 


Macleans  on  parade  in  new  TV  ad 

to  be  a  joint  promotion  with  Fresh  Brew  tea 
due  to  begin  in  September.  Consumers  will  be 
able  to  get  a  free  80s  pack  of  tea  bags  with 
proofs  of  purchase  from  both  sizes  of  pump.  A 
new  £1.6m  national  television  advertising 


campaign  for  Aquafresh  is  scheduled  to  start 
in  September. 

Also  heavily  backing  their  toothpaste  with 
television  advertising  Colgate-Palmolive  say 
their  1989  promotional  budget  is  £8. 2m.  A 
second  burst  of  "the  wall'  commercial  for 
Colgate  tartar  control  is  due  later  in  the  year, 
says  the  company  which  claims  just  over  6  per 
cent  value  share  of  the  market  for  the  tartar 
control  product. 


Where  there's  smoke 

Carter- Wallace  say  that  despite  people  giving 
up  smoking  there  are  still  15  million  in  Great 
Britain  who  indulge  of  whom  almost  40  per 
cent  can  be  classed  as  heavy  smokers  (over  20 
a  day).  The  company  values  the  stain 
removing/smokers  dentifrice  sector  at  around 
£8m  and  says  that  pharmacies  account  for 
some  £5m  worth  of  sales.  Growth  in  sales 
through  pharmacies  excluding  Boots  is  put  at 
9  per  cent  by  value  year  on  year. 

Pearl  Drops  is  claimed  to  have  a  35  per 
cent  value  share  of  the  pharmacy  market 
(excluding  Boots).  The  position  has  been 
achieved  by  consistent  television  advertising, 
say  Carter  Wallace.  A  £200,000  campaign  for 
Pearl  Drops  has  just  finished  on  TV-am  and  is 
followed  up  by  regional  advertising  on 
ITV/Channel  4  from  now  until  the  Autumn. 
Pearl  Drops  has  also  been  helped  by  the 
growth  of  Pearl  Drops  Smokers  1  +  1 .  Latest 
figures  sh^w  that  Smokers  has  just  over  10 
per  cent  value  share  in  pharmacies  excluding 
Boots,  says  the  company. 

LRC  say  Eucryl  has  a  49  per  cent  volume 
share  of  the  stain  removing  dentifrice  sector, 
which  the  company  values  at  some  £4. 5m.  In 
pharmacies  excluding  Boots  the  brand  is 
claimed  to  have  a  41  per  cent  volume  share 
(with  Eucryl  toothpowder  at  35  pert  cent  and 
Eucryl  control  toothcream  at  6  per  cent).  In 
grocery  the  brand  takes  a  55  per  cent  volume 
share,  say  LRC. 

Mike  Broadbridge,  marketing  manger  for 
Eucryl,  says  "we  aim  to  increase  share  still 
further  this  year  by  consistently  supporting 
the  brand  with  strong  promotional, 
merchandising  and  public  relations  activity. ' ' 
A  display  promotion  and  stock  bonus  scheme 
are  planned  for  the  Autumn. 

Dep,  who  took  over  Topol  last  year,  claim 
a  25  per  cent  share  of  the  "stain  fighting" 
toothpaste  sector  which  they  value  at 
£7m-£8m.  The  product  was  traditionally  a 
smoker's  toothpaste,  say  Dep.  But  it  is  now 
being  promoted  to  non-smokers  as  well,  and 
a  women's  Press  campaign  is  backing  its 
expansion  into  grocery  outlets. 
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Pre-brushing  rinse 
causes  a  stir 


Plax,  the  pre-brushing  rinse  launched  at  the 
beginning  of  the  year  by  Unicliffe,  has  certainly 
caused  a  stir  in  the  oral  hygiene  market  —  not 
only  because  it  opens  up  a  new  product  sector, 
and  not  just  because  of  the  £'6m  launch 
promotion  budget,  but  also  because  of  a 
heavily  criticised  claim  that  the  product  "shifts 
300  per  cent  more  plaque  than  brushing 
alone".  A  claim  that  the  company  has 
subsequendy  modified.  (C&D  May  20,  p849). 

Arguments  about  whether  or  not  the  claim 
could  be  substantiated  revolved  around  a 
study  involving  12  people  who  brushed  their 
teeth  with  water,  not  toothpaste  held  up  by 
Warner-Lambert  as  evidence  that  there  is 
insufficient  proof  to  back  the  300  per  cent 
claim.  The  Independent  Television 
Companies  Association  who  vet  all  nationally 
screened  advertisements  before  they  can  go 
on  air;  taking  advice  from  an  independent 
dental  expert,  did  not  allow  the  300  per  cent 
claim.  Bottles  of  Plax  appeared  on  our  screens 
with  the  300  per  cent  claimed  blanked  out. 

Press  advertising,  on  the  other  hand, 
which  is  not  always  scrutinised  before  it  is 
seen  by  the  public,  included  the  claim. 

Following  Warner-Lambert's  complaints, 
however,  the  claim  was  altered  to  "shifts 
more  plaque  than  brushing  alone"  and  new 
packs  carrying  the  modified  statement  began 
appearing  on  shop  shelves  this  month. 

Two  weeks  ago  the  Committee  of 
Advertising  Practice  (CAP),  which  deals  with 
company  criticisms  of  Press  advertising, 
published  the  results  of  its  deliberations  over 
complaints  from  Beecham  and  Warner- 
Lambert  who  believe  "in  the  light  of  their 
examination  of  published  trials  for  the  product, 
these  claims  to  be  inaccurate,  ambiguously 
expressed  and  likely  to  mislead  consumers  as 
to  the  efficacy  of  Plax,  in  that  consumers' 
expectations  would  be  raised  to  an  unrealistic 
level  if  the  percentage  figure  claimed  referred, 
in  reality,  to  a  modest  difference  in  plaque 
removal". 

CAP  says  "the  advertiser  provided 
documentation  in  the  form  of  published  clinical 
trials  of  which  the  Committee  concluded,  after 
taking  expert  advice,  the  results  were 
insufficient  to  support  a  claim  for  300  per  cent 
efficacy.  However,  the  Committee  saw  no 
objection  to  modified  claims  for  the  capability 


of  the  product." 

Arthur  McCarten,  marketing  director  at 
Food  Brokers  who  are  marketing  Plax  in  the 
UK,  told  C&D  in  May  that  although  he 
thought  there  was  evidence  to  support  the  300 
per  cent  claim  he  was  pleased  to  see  it 
dropped  because  he  felt  not  everyone 
understood  it. 

Warner-Lambert  insist  that  their 
complaints  to  the  ITCA,  Trading  Standards 
officers  and  the  Committee  of  Advertising 
Practice  are  not  simply  a  result  of  company 
rivalry  and  fear  of  losing  sales.  Indeed, 
Warner-Lambert  say  their  mouthwashes  have 
not  been  affected  by  Plax.  The  company's 
protests  are  concerned  with  a  point  of 
principle:  it  feels  it  is  wrong  that  promotional 
claims  which  subsequently  prove  to  be 
insufficiently  backed  by  research  can  just  be 
withdrawn  without  any  corrective  action.  Such 
behaviour  can,  argue  Warner-Lambert,  only 
do  the  industry  a  disservice .  That  point  is  not 
accepted  by  Arthur  McCarten  at  Food 
Brokers.  He  toldC&D  it  would  have  no  effect 
at  all  and  that  "the  future  for  Plax  looks 
several  times  brighter  than  when  it  was 
launched". 

Dentists  too  are  showing  concern.  In  a 
letter  to  the  British  Dental  Journal  this  month, 
Professor  Martin  Addy  from  University  of 
Wales  College  of  Medicine  Dental  School 
criticises  the  apparent  lack  of  published 
evidence  to  support  the  product's  claims. 
Professor  Addy  is  particularly  critical  that  the 
television  commercial  shows  an  individual 
brushing  for  30  seconds  with  toothpaste 
whereas  trials  to  support  claims  for  plaque 
removal  looked  at  the  effect  of  using  Plax 
against  toothbrushing  with  water,  for  15 
seconds. 

So,  what  scope  is  there  to  deal  with  alleged 
misleading  claims?  Clive  Bainbndge,  assistant 
county  Trading  Standards  officer  at  Maidstone 
toldC&D  that  his  office  is  currently  taking 
expert  dental  advice  to  see  whether  they 
should  commission  an  independent  trial  to  test 
the  accuracy  of  the  300  per  cent  claim. 

Trading  Standards  officers  have  certain 
powers  under  the  Trade  Descriptions  Act 
1968  but  they  are  unable  to  suspend  sales  of 
product  unless  public  safety  is  at  risk. 

Breaches  of  the  Trades  Descriptions  Act 


can  be  dealt  with  in  a  magistrates  court  where 
the  maximum  fine  is  £2,000  per  offence  (each 
pack  carrying  on  offending  claim  would 
constitute  an  offence) .  If  a  case  were  deemed 
sufficiently  serious  and  taken  to  a  Crown  court 
there  would  be  scope  for  an  unlimited  fine. 

However,  where  the  unit  cost  of  a  product 
is  relatively  small,  there  is  little  chance  it 
would  fall  into  the  "serious"  category.' 

Unlike  television  commercials  other  forms 
of  advertising  are  not  scrutinised  as  a  matter 
of  course  before  they  are  published. 
However,  industry  representative  bodies  like 
the  Proprietary  Association  of  Great  Britain 
(for  OTC  medicines)  operate  voluntary  codes 
of  advertising  practice  and  check  members' 
advertisements  and  give  advice  pre- 
publication.  But  like  the  Advertising  Standards 
Authority  which  takes  complaints  from  the 
public  and  CAP,  their  decisions  have  no  legal 
muscle.  However,  ASA  and  CAP  can  issue 
what  they  call  media  warnings  to  tell 
publishers  about  advertisements  they  are 
advised  not  to  run.  And  following  legislation 
brought  in  last  year  under  an  EEC  directive, 
the  Office  of  Fair  Trading  can  intervene  in 
cases  of  persistent  offenders,  or  where  a 
breach  is  considered  serious  enough,  and 
obtain  an  injunction  to  stop  advertising. 

Get  fresh 

The  market  for  mouthwashes  continues  to 
rise  with  Warner-Lambert  estimating  its  value 
this  year  at  some  £20m  and  showing  value 
growth  of  about  20  per  cent  year  on  year 
(around  12  per  cent  by  volume).  The  company 
estimates  that  pharmacies  excluding  Boots 
account  for  some  £7m  worth  of  sales  with 
growth  as  buoyant  as  other  retail  outlets. 

Data  from  Nielsen  Marketing  Research 
shows  that  mouthfresheners  is  the  main 
sector  in  which  pharmacies  other  than  Boots 
outsell  grocers.  Of  sales  through  the  outlets 
pharmacies  account  for  just  over  57  per  cent 
by  value. 

Warner-Lambert  claim  that  their  brands 
(including  Oraldene)  account  for  about  half  of 
all  mouthwash  sales.  With  market  growth, 
penetration  of  product  use  is  also  improving. 
Across  Britain  it  is  estimated  that  about  one 
out  of  eight  people  use  a  mouthwash  rising  to 
one  out  of  every  six  people  in  London,  still 
leaving  room  for  expansion. 

Listermint  with  fluoride  is  currently 
proving  to  be  Warner-Lambert's  best 
performer  with  sales  up  65  per  cent  year  on 
year  through  pharmacies  excluding  Boots. 
Television  and  radio  advertising  are  being 
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Listermint  performing  well 


used  to  promote  the  Listerine  and  Listermint 
brands  this  year  with  a  budget  of  £2. 5m 
(MEAL)  set  aside.  The  Summer  television 
campaign  for  Listerine  with  Clifford  the  dragon 
has  just  finished  and  further  activity  is  planned 
for  later  this  year.  Listerine  also  features  in 
sponsorship  of  two  Sierra  Cosworth  racing 
cars  saloon  which  are  competing  in  the  British 
touring  car  championships.  BBC's 
Grandstand  programme  is  covering  the 
events  which  are  expected  to  be  seen  by  some 
14  million  people  as  a  result.  Other  activity 
includes  an  offer  of  a  bathroom  suite  which  can 
be  won  in  an  on-pack  competition. 

Earlier  this  year  Warner-Lambert  got 
together  with  other  manufacturers  of  oral 
hygiene  products  and  put  together  a  Listerine 
oral  hygiene  kit  full  of  things  like  toothbrushes, 
toothpaste,  floss,  mouthwash,  etc  to  be  given 
away  in  competitions  through  local 
newspapers  during  National  Smile  week 
earlier  this  year.  Warner-Lambert's  group 
product  manager  Caroline  Horrill  told  C&D 
they  were  pleased  with  the  results  of  the 
collaborative  promotion  and  may  look  to  doing 
something  similar  again. 

Nicholas  Laboratories  who  have  now 
taken  over  the  Amplex  range  and  Gold  spot 
ranges  after  their  purchase  of  Ashe  Consumer 
Products  say  that  Gold  Spot  accounts  for  over 
50  per  cent  of  the  mouth  freshener  market. 
The  company  values  the  sector  at  £6 .  5m  and 
defines  it  as  including  tablet,  capsule  and 
aerosol  products  but  excluding  confectionary 
type  products  such  as  mints  and  gum. 

Amplex  is  again  benefitting  from  television 
advertising  using  the  vintage  footage 
commercials  in  selected  regions  in  a  campaign 
with  a  £750,000  national  equivalent  spend. 
The  current  burst  runs  through  to  the  middle 
of  August,  say  Nicholas. 

Eludril  mouthwash  was  recently 
repackaged  in  a  move  designed  to  give  the 
product  a  fresher  and  more  striking  look,  say 
suppliers  Pierre  Fabre.  The  medicated 
mouthwash  market  is  expected  to  be  worth 
some  £8m  this  year,  says  the  company  —  28 
per  cent  of  the  total  market  for  mouthwashes 
and  breath  fresheners. 

Also  in  the  medicated  sector,  Corsodyl 
original  and  mint  mouthwashes  are  being 
supported  with  display  material  distributed  to 
pharmacists  by  company  representatives. 

TCP  is  on  television  until  the  middle  of 
next  month  in  part  of  what  Food  Brokers  say 
is  a  £2m  national  campaign  for  the  range.  The 
commercials  continue  last  year's  theme  of 
using  TCP  for  any  little  emergency. 


Rinse  before  you  brush 

Plax,  launched  in  January,  has  opened  up  a 
new  sector  in  the  oral  hygiene  market  —  the 
so  called  pre-brushing  rinses. 

It  is  claimed  the  product  will  add  to  oral 
hygiene  product  sales  and  not  take  them  from 
other  areas  such  as  breath  freshening 
mouthwashes  intended  for  use  after 
toothbrushing. 

Plax  was  launched  in  the  United  States  in 
1986  and  is  now  said  to  be  worth  over  $200m 
at  rsp. 

Food  Brokers,  who  are  marketing  and 
distributing  Plax  in  the  UK  on  behalf  of 
Unidiffe,  announced  a  £6m  support  package 
for  the  product  in  its  first  year.  The  next  burst 
of  national  television  advertising  is  scheduled 
for  August  and  September. 

According  to  Food  Broker's  marketing 
director  Arthur  McCarten  sales  have 
exceeded  all  expectations. 

Fresh  breath  treat 

Hall  Brothers  believe  they  will  be  giving 
retailers  a  new  opportunity  in  the  oral  hygiene 
arena  with  Clorets  which  they  introduced  to 
the  South  East  of  England  last  month 
(Counterpoints,  June  10)  and  which  they  hope 
will  be  a  national  brand  by  June  1990. 

Clorets  comes  as  a  mint  or  as  chewing  gum 
and  is  claimed  not  just  to  mask  breath  odour 
but  to  neutralise  it  too.  And  the  company  says 
it  has  trial  evidence  to  show  the  product 
works.  Actizol  is  the  ingredient  to  which 
Clorets'  breath  freshening  activity  is 
attributed.  The  compound  contains 
chlorophyllin  (Amplex  capsules  also  contain  a 
chlorophyll  derivative)  said  to  absorb  and 
neutralise  odour  by  reacting  with  sulphur 
components  in  food,  micronised  fat  which  is 
said  to  deodorise  the  mouth  by  acting  in  a 
similar  way  to  butter  which  can  absorb  the 
odour  of  onion  when  placed  in  a  fridge  with  it, 
plus  strong  mint  flavouring. 


Helping  hand  from  the  Two  Rons 


Kathie  Macmillan,  Hall  Brothers 
marketing  director,  says  that  the  breath 
freshening  confectionary  market  —  including 
mints  and  chewing  gum  —  is  worth  some 
£225m.  Sales  projections  based  on  Clorets' 
performance  in  the  Granada  television  region 
test  market  over  the  past  year  value  the  brand 
at  £llm  in  year  one. 

Support  for  the  brand  includes  a  £3. 5m 
national  equivalent  spend  on  television 
advertising  on  ITV  and  Channel  4  in  Anglia, 
TVS  and  London  regions.  The  current  burst 
is  on  air  until  the  beginning  of  next  month 
followed  by  a  two  week  break  and  then 
exposure  until  the  beginning  of  September 
plus  a  third  burst  scheduled  to  start  at  the 
beginning  of  December.  Television 
advertising  on  Granada  continues. 


Something  to  chew  on 

Wrigley  Company  say  there  has  been  a 
dramatic  increase  in  the  number  of  pharmacies 
selling  chewing  gum  since  they  announced 
research  results  to  show  that  chewing  "sugar- 
free"  gum  can  help  reduce  acid  attack  on  teeth 
by  stimulating  saliva  secretion. 

Increased  saliva  flow  helps  clearance  of 
food  debris  from  the  mouth  and  speeds  acid 
neutralisation,  say  Wrigley. 

Sucrose  gum  has  now  been  shown  to  have 
similar  effects,  says  the  company.  The  sugar 
is  generally  chewed  out  within  the  first  few 
minutes  and  from  then  on  the  gum  helps  to 
neutralise  plaque  acid  which  has  been  found  to 
take  around  20  minutes .  "Since  people  chew 
a  piece  of  gum  for  20  minutes  or  more  chewing 
either  'sugar- free'  or  sucrose  gum  after  eating 
will  speed  acid  neutralisation,"  say  Wrigley. 

Endekay  dental  health  gum,  also  claimed  to 
neutralise  plaque  acids,  is  back  on  television 
from  the  end  of  this  month  in  a  £lm  national 
equivalent  advertising  campaign  in  Central, 
Scottish,  South  West,  Wales  &  West,  Tyne 
Tees  and  Grampian  regions. 

Stafford-Miller  say  that  after  the  Spring 
campaign  in  SE,  Granada  and  Yorkshire 
television  regions  many  pharmacies  were 
selling  more  than  12  packs  of  the  gum  each 
week. 

False  perception? 

According  to  Market  Assessment  the  denture 
cleanser  market  is  destined  to  ultimately 
decline  and  predicts  this  will  happen  in  the 
period  to  '992.  The  reason  is  the  trend  to 
greater  c  re  for  natural  teeth  and  the 
consequer. .  fall  in  the  number  of  people 
wearing  dentures. 

Figures  from  Nielsen  Marketing  Research 
show  denture  fixative  sales  through 
pharmacies,  drugstores  and  F.W.  Woolworth 
steady  at  around  2.7-2.8  million  packs  a  year 
from  1985-88  with  denture  cleanser  sales 
falling  from  9.7  million  packs  sold  in  1985  to  8.8 
million  in  1988. 

Dental  Projects  (Laboratories)  director 
Janet  Stewart  is  less  pessimistic.  The 
company's  latest  survey  conducted  in 
conjunction  with  the  British  Dental 
Association  indicates  that  as  many  as  47  per 
cent  of  Britains  wear  a  denture  of  some  sort 
and  that  29  per  cent  have  a  complete  set.  Mrs 
Stewart  feels  that  factors  such  as  higher  dental 
charges,  fast  foods  and  children  with  more 
pocket  money  to  buy  sweets  could  offset  the 
benefits  of  people  taking  more  care  of  their 
teeth.  All  of  which  could  be  seen  as  good  news 
for  the  company's  Dentifix  denture  repair 
product  and  Permasoft  for  loose  dentures 
which  Mrs  Stewart  says  are  experiencing 
increased  sales. 

Combe  International  also  expect  continued 
demand  for  denture  care  products.  The 
company  claims  that  Seabond  is  the  third  best 
selling  denture  fixative  and  is  supported 
through  the  year  with  National  Press  and 
women's  magazine  advertising  as  well  as  a 
national  sampling  project. 

National  television  advertising  supports 
Stafford-Miller's  denture  brands  —  Super 
Poli-grip,  Super  Wernets  and  Dentu-hold.  The 
commercials  are  scheduled  to  be  on  screen  for 
six  weeks  beginning  next  month. 
The  Market  Assessment  report  "Personal  and 
Oral  Hygiene"  referred  to  in  this  feature  is 
available  at  £400  from  Market  Assessment 
Publications  Ltd,  2 Duncan  Terrace,  London 
N18BZ.  Tel:  01-2789517. 
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i  n  a  crowded  market  where 
'  one  brush  looks  and 
performs  much  like  the  next, 
Jordan  V  Tuft  offers  the  dif- 
ference that  really  works. 

*  The  V  Tuft  difference  means 
cleaner,  healthier  teeth. 

*The  difference  that  builds 
consumer  loyalty. 

*Sales  through  independent 
chemists  are  up  by  38%*  year 
on  year. 

*A  national  campaign  using 
women's  magazines  and 
selected  poster  sites  is  now 
selling  the  V  Tuft  difference. 

*Order  now  through  your 
usual  wholesaler  or  contact 
Alberto  Culver  on  0256  57222. 

'Ex-factory  sales  data. 


JordamV 


TOOTHBRUSHES 


THE  BEST  BETWEEN-THE-TEETH-BRUSH 


Super 
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DENTURE 

FIXATIVE 

POWDER 


A 


Dentu 
Hold 

DENTURE 
FIXATIVE 
LIQUID 


A 


EXTRA  STRENGTH 
FORMULA 

FOR  FIRMER, 
LONGER  LASTING  HOLD 


LIGHT  ODOURLESS, 
HOLDS  DENTURES 
SECURELY 


50mle 


GET  A  GRIP 

ON  THE 

MARKET. 


Super  Poli- 


LONGER  HOLDING 
DENTURE  FIXATIVE  CREAM  j 


FRESH 
MINT  FLAVOUR 


The  denture  fixative  market  belongs  to  these  favourite  Stafford-Miller  brands.  And  they'll 
continue  to  be  your  biggest  sellers  because  they're  the  only  ones  backed  by  advertising.  In  fact,  our 
£1.7  million  TV  campaign  starts  this  month.  Stocking  all  sizes  of  each  form  means  your  customers 
get  exactly  the  kind  of  grip  they  want.  And  you  get  an  ideal  grip  on  the  market.  & 


TOPICS  M  TREATMENT 


Teratogenicity 
of  carbamazepine 

Because  of  the  lack  of  convincing  evidence 
that  it  is  teratogenic,  carbamazepine  has 
sometimes  been  proposed  as  the 
anticonvulsant  of  choice  during  pregnancy. 
Although  some  studies  have  linked  it  with  low 
birth  weight  and  decreased  head  size,  others 
have  identified  no  excess  risk.  But  a  study 
from  the  USA  has  now  shown  that 
carbamazepine  causes  a  characteristic  pattern 
of  malformations. 

Pregnancy  outcome  in  72  women  with 
epilepsy  was  compared  with  that  of  a  control 
group  of  women  who  were  not  taking 
anticonvulsants  (and  were  presumably  free  of 
epilepsy).  Among  the  37  liveborn  infants 
whose  mothers  took  only  carbamazepine 
throughout  pregnancy,  26  per  cent  had 
fingernail  abnormalities,  10-26  per  cent  had 
small  facial  defects  and  20  per  cent  were  found 
by  neurological  tests  to  have  development 
delay. 

Although  the  number  of  children  exposed 
prenatally  to  carbamazepine  in  combination 
with  other  anticonvulsants  was  small,  there 
was  an  indication  that  the  prevalence  of 


defects  after  multiple  drug  use  could  be  even 
higher, 

It  was  noted  that  this  pattern  of 
malformations  resembled  strongly  the 
characteristic  fetal  hydantoin  syndrome 
associated  with  phenytoin.  This  may  be 
explained  by  the  common  metabolic  pathway 
for  the  two  drugs  via  arene  oxides.  One  theory 
suggests  that  a  low  level  of  the  enzyme 
epoxide  hydrolase,  which  normally  destroys 
these  highly  reactive  chemicals,  may  be 
associated  with  an  increased  susceptibility  to 
teratogenic  effects. 


Mianserin  and 
leucopenia 

The  synthesis  of  toxic  metabolites  may 
account  for  the  myelotoxicity  of  mianserin. 
This  antidepressant  has  been  associated  with 
white  blood  cell  disorders  such  as 
agranulocytosis  and  leucopenia,  particularly  in 
the  elderly.  Studies  in  vitro  have  now  revealed 
a  possibility  that  mianserin,  the 
pharmaceutical  preparation  of  which  is  a 
racemic  mixture,  may  undergo 
stereoselective  metabolism  with  the 
formation  of  a  metabolite  that  is  lethal  to 
leucocytes. 

After  incubation  with  human  liver 
microsomes,  the  mianserin  enantiomers 
produced  different  proportions  of  metabolites. 
The  S(  +  )  form  more  readily  underwent  N- 
oxidation  and  hydroxylation  whereas  the  R(  - ) 
enantiomer  preferentially  formed 
desmethylmianserin.  There  were  also  several 
other,  unidentified  metabolites.  Incubation  of 
the  two  enantiomers  with  leucocytes  showed 
that  both  exerted  a  cytotoxic  effect.  But, 
whereas  the  S(  +  )  form  killed  about  10  per 
cent  of  cells,  the  R(  -  )  form  produced  a  higher 
but  more  variable  kill  rate  of  6.5-16  per  cent. 
This  cytotoxic  effect  was  not  correlated  with 
the  production  of  chemically  reactive 
metabolites.  Instead,  it  was  positively 
correlated    with    the    synthesis  of 


desmethylmianserin  and  negatively  correlated 
with  the  formation  of  other  metabolites. 

Although  such  in  vitro  data  are  far  removed 
from  the  practical  use  of  mianserin,  they  do 
offer  one  explanation  for  the  susceptibility  of 
some  people  to  drug-induced  leucopenia  - 
stereoselective  metabolism  may  produce 
cytotoxic  chemicals. 


Psychotropic 
drugs  for  PMS 

Premenstrual  syndrome  is  frequently 
associated  with  depression,  irritability  and 
nervousness  and,  although  managing  the 
underlying  hormonal  fluctuations  is  the 
treatment  of  choice,  there  is  interest  in  using 
psychotropic  drugs  to  control  these 
symptoms. 

The  anxiolytic  buspirone,  which  acts  via 
central  5-HT  systems,  has  been  evaluated  in 
PMS.  A  course  of  buspirone  given  for  the  last 
12  days  of  the  cycle  improved  symptom 
scores  which  measured  psychological  traits 
sui  li  as  anxiety  and  depression  as  well  as 
somatic  symptoms.  Most  notably,  symptoms 
of  pains,  cramps,  fatigue,  impaired  social 
interaction  and  irritability  responded  well.. 

Besides  suggesting  a  role  for  5-HT  in  the 
PMS,  this  trial  offers  an  alternative  to  the 
benzodiazepines. 


Cyclosporin 
and  MS 

Although  the  cause  of  multiple  sclerosis  (MS) 
remains  unknown,  there  is  circumstantial 
evidence  that  immunological  abnormalities 
may  be  important  in  its  aetiology.  The 
therapeutic  effect  of  cyclosporin,  a  powerful 
immunosuppressant,  has  been  explored  in  a 
double-blind  trial,  with  disappointing  results. 

Eighty  people  with  MS  received  placebo  or 
cyclosporin  for  two  years.  Disease 
progression  was  measured  by  the  number  of 
relapses  and  tests  of  neurological  function  and 
disability. 

Cyclosporin  initially  stabilised  the  disease 
in  younger  patients  but  this  was  not  apparent 
after  12  months.  However,  younger,  more 
severely  disabled  patients  fared  slightly  better 
on  cyclosporin  than  on  placebo  and  relapses 
were  less  frequent  and  less  severe. 

Against  this  modest  success  was  a 
significant  level  of  adverse  effects.  Those 
whose  symptoms  improved  with  cyclosporin 
had  received  a  larger  dose  and  they 
experienced  adverse  effects  more  frequently. 
Seizures  and  arthralgia  were  associated  with 
the  higher  doses  and  most  people  developed 
increased  blood  pressure  and  impaired  renal 
function. 

Other  adverse  effects  included 
depression,  constipation,  menstrual 
disturbance  and  tremor.  Despite  the 
improvement  that  cyclosporin  achieved  for 
some  people,  most  said  that  they  felt  better 
when  the  drug  was  withdrawn. 


Children  and 


inhalers 


Some  children  have  difficulty  using  inhalers 
and  this  can  lead  to  poor  compliance.  Research 
from  the  United  States  shows  that  awareness 
of  the  problem  has  not  led  to  its  solution. 

Seventeen  asthmatic  children  aged  5-13 
and  their  familes  were  instructed  in  the  use  of 
an  isoprenaline  inhaler.  They  kept  a  diary  of 
symptoms  and  the  frequency  of  inhaler  use. 
Their  compliance  was  checked  by  weighing 
the  aerosol.  Only  one  child  was  judged  to  be 

adequately   ph. ml  (even  allowing  foi  a  two 

fold  variation  in  use)  after  four  weeks  and  no- 
one  had  completed  the  diary  truthfully.  There 
were,  however,  no  differences  in  the  severity 
of  symptoms  during  periods  of  compliance 
compared  with  non-compliance. 

This  study  highlights  two  important 
problems  in  persuading  children  to  take  their 
medicine  correctly.  First,  they  are  not  easily 
motivated.  Second,  children  asked  about  their 
treatment  may  not  tell  adults  the  truth  but 
what  they  think  adults  would  like  to  hear! 


<  HEMIST  &  DRUGGIST 29 JULY  1989 


171 


TOPICS  IN  TREATMENT 


The  costof  NSAID  ADRs 


NSAIDs  are  perhaps  the  biggest  single  cause 
of  drug-induced  morbidity  and  mortality.  They 
account  for  5  per  cent  of  NHS  prescriptions 
but  for  a  quarter  of  all  adverse  reactions 
reported  to  the  Committee  on  Safety  of 
Medicines.  This  is  the  group  of  drugs  most 
commonly  associated  with  serious  or  life- 
threatening  reactions,  mostly  gastrointestinal 
perforation  and  haemorrhage  in  the  elderly.  In 
addition,  there  are  probably  many  more  cases 
of  less  serious  toxicity. 

This  prevalance  of  adverse  reactions  has 
significant  economic  implications,  according  to 
a  recent  study  from  the  United  States.  Using 
health  insurance  data,  the  relative  risk  for 
patients  of  any  age  of  developing  gastric  ulcer 
while  taking  NSAIDs  was  2.8,  and  1.9  for 
duodenal  ulcer.  The  relative  risk  of  other 
gastrointestinal  symptoms  such  as  nausea, 


Fish  oil  as 
an  adjunct 
for  psoriasis 

Several  clinical  trials  have  investigated  the 
efficacy  of  fish  oils  —  such  as  Maxepa  —  in  the 
treatment  of  psoriasis,  with  variable  results. 
In  some  cases,  the  improvement  in  symptoms 
has  been  modest  and  in  others  no  significant 
effect  has  been  found.  But  if  it  is  not  clearly 
effective  as  sole  therapy,  fish  oil  could  be 
useful  as  a  adjunct  to  other  forms  of  treatment. 

Twenty  people  with  stable  psoriasis 
affecting  up  to  50  per  cent  of  the  body  surface 
received  either  fish  oil  or  olive  oil  as  placebo. 
After  three  week's  treatment,  the 
improvement  in  the  group  given  fish  oil 
appeared  to  be  greater  but  the  difference  was 
not  significant.  However,  within  one  month  of 
also  receiving  an  eight  week  course  of  UVB 
phototherapy  (at  a  dose  too  low  to  have  any 
effect  on  its  own),  there  was  a  substantial 
improvement  in  symptoms  among  patients 
taking  fish  oil  which  did  not  occur  after 
placebo. 

No  adverse  effects  were  reported, 
suggesting  that  fish  oil  combined  with  other 
treatments  for  psoriasis  offers  a  safe 
alternative.  But  further  research  is  needed  to 
determine  whether  patients  stay  in  remission. 


heartburn,  and  haemorrhage  ranged  from  1 .8 
to  2.6. 

Gastrointestinal  haemorrhage  and  peptic 
ulcer  together  accounted  for  13  per  cent  of 
adverse  reactions  to  NSAIDs  affecting  the 
gastrointestinal  tract.  Overall,  about  1  in  20 
patients  with  adverse  gastrointestinal  effects 
were  admitted  to  hospital.  The  median  cost  for 
these  patients  was  about  $2 ,000  per  stay,  but 
together  they  accounted  for  77  per  cent  of 
total  expenditure  on  adverse  effects.  A  second 
economic  analysis  has  found  that  the  cost  of 
treating  arthritis  with  NSAIDs  increases  by  46 
per  cent  when  allowance  is  made  for  the  cost 
of  treating  adverse  gastrointestinal  reactions. 
In  addition,  NSAIDs  can  cause  severe  skin, 
liver,  kidney  and  bone  marrow  toxicity,  each 
of  which  carries  further  serious  morbidity  and 
a  high  mortality. 


Topics  in  Treatment  is  a  regular  series  written 
by  drug  information  specialist  Steve  Chaplin 
MPS,  looking  at  current  developments  in 
medicine. 


Cimetidine  10 
years  after 

After  the  introduction  of  cimetidine  during  the 
late  1970s,  the  frequency  of  surgery  for 
chronic  duodenal  ulceration  declined 
dramatically.  Cimetidine  —  and  since  then  the 
other  H2  antagonists  —  was  seen  as  a  safer 
alternative  to  an  operation  with  a  significant 
incidence  of  complications .  But  not  all  patients 
have  benefited  in  this  way  from  cimetidine. 

A  group  of  surgeons  from  Glasgow 
recently  reviewed  the  outcome  of  46  patients 
who  had  been  accepted  for  elective  surgery  in 
1976  and  1977,  but  who  had  instead  been 
treated  with,  cimetidine.  Since  then,  20  had 
undergone  surgery  when  the  H ,  antagonist 
proved  unsuccessful,  all  within  three  years  of 
starting  cimetidine  treatment.  However,  six 
of  these  patients  subsequently  developed 
further  ulceration.  Of  those  for  whom 
cimetidine  was  successful,  both  intermittent 
and  maintenance  treatment  had  been 
associated  with  relapse  in  some  patients.  All 
had  responded  to  temporary7  increases  in 
dose,  sometimes  instituted  on  their  own 
initiative.  Overall,  patients  on  maintenance 
treatment  appeared  to  fare  better. 

Excluding  a  few  patients  who  had  been  lost 
to  follow  up  cimetidine  had  prevented  surgery 
in  64  per  cent  of  this  group.  However, 
compared  with  a  similar  analysis  conducted 
five  years  ago,  more  were  now  taking 
cimetidine  constantly  rather  than 
intermittently.  And,  as  no  patient  had  been 
able  to  stop  treatment,  cimetidine  clearly  did 
not  alter  the  course  of  the  disease. 

Attitude  or 
knowledge? 

The  goal  of  patient  counselling  is  often  seen  to 
be  improving  knowledge,  whether  about  a 
disease  or  the  drugs  used  to  treat  it.  It  is 
assumed  that,  if  people  understand  their 
problems,  they  will  be  motivated  to  comply 
with  their  treatment.  Research  with  patients 
with  diabetes  has  not  always  shown  a  clear  link 
between  poor  knowledge  of  diabetes 
management  and  its  complications  and  a  poor 
control  of  symptoms.  And  it  has  also  been 
found  that  improving  knowledge  beyond 
certain  limits  does  not  similarly  improve 
diabetic  control. 

Clearly,  knowledge  is  only  one  factor  in 
motivating  pateints  and  a  recent  study  in 
London  among  57  people  with  diabetes  has 
identified  another  equally  important  factor. 
Patients  attending  a  diabetic  clinic  over  a  four- 
month  period  were  questioned  on  their 
knowledge  and  attitudes  to  diabetes.  As 
expected,  people  who  knew  least  about  foot 
care,  glucose  monitoring,  diet  and  insulin  had 
evidence  of  poor  diabetic  control.  But 
surprisingly,  a  good  level  of  knowledge  did  not 
imply  good  control. 

It  was  the  patients'  attitude  to  their 
diabetes  that  accounted  for  much  of  the 
success  in  managing  it.  This  reflects,  say  the 
authors  of  the  study,  the  importance  of 
personal  involvement  and  control  over 
treatment.  Future  education  campaigns 
should,  they  add,  be  aimed  at  improving 
motivation  instead  of  knowledge. 


NSAIDs  and  photosensitivity 


Drugs  may  cause  photosensitivity  via  photo- 
allergic  mechanisms  which  are 
characteristically  delayed  and  immunologically 
mediated  —  or  phototoxicity,  when  drugs 
become  reactive  after  exposure  to  light  and 
damage  the  cells  of  the  skin.  Photo-allergic 
reactions  are  uncommon  but  phototoxicity 
may  develop  in  anyone  exposed  to  both  the 
drug  and  sunlight  for  sufficient  periods.  One 
good  example  of  the  latter  was  benoxaprofen, 
which  caused  phototoxicity  in  up  to  50  per  cent 
of  those  exposed  to  it. 

Anti-inflammatory  agents  (NSAIDs)  are  a 
common  cause  of  photosensitivity  but  there  is 
evidence  that  they  may  act  by  more  than  one 
mechanism.  A  recent  experiment  in 
volunteers  showed  that  photosensitivity  could 


be  induced  after  a  week's  course  of 
nabumetone  or  naproxen  but  not  with 
ketoprofen  or  piroxicam.  The  symptoms 
began  within  a  few  minutes  of  exposure  to  light 
with  burning  or  stinging  and  developed  into 
redness  and  a  marked  wheal  and  flare  typical 
of  sunburn.  The  drugs  were  susceptible  to 
light  of  different  wavelengths.  Naproxen 
caused  symptoms  only  after  exposure  to  UVA 
whereas  nabumetone  induced  greater 
photosensitivity  after  full-spectrum  light. 

Despite  the  lack  of  effect  in  this  study,  both 
ketoprofen  and  piroxicam  have  been 
associated  with  reports  of  photosensitivity  and 
this  may  be  allergic  in  nature.  There  are 
suggestions  that  some  cases  of  drug-induced 
photosensitivity  can  persist  for  several  years. 
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CHEMEX  '89 


September  24  &  25  1989       Olympia,  London 
THE  NATIONAL  EXHIBITION  FOR  THE  RETAIL  PHARMACY 


exhibitors  covering 
every  aspect  of 
interest,  Chemex  is 
your  one  chance  to 
see  and  directly 
compare  not  only 
a  full  choice  of 
new  high-profit 
business- 
building  lines, 
products  and 
services,  but 
also  all  the 
aspects  of 
running  the 
t  business. 
There's  even 
a  new  NPA 
Advice  Centre  for  personal 
answers  to  questions  of  finance, 
layout,  pensions,  insurance, 
training  and  legal  matters. 

Open  all  day  Sunday  24th 
September,  with  a  creche  area 
for  children,  and  Monday  25th, 
Chemex  is  not  be  be  missed. 


)rganised  by  MGB  Exhibitions  Ltd,  Marlowe  House,  109  Station  Road,  Sidcup,  Kent  DA15  7ET.  Tel.  01-302  8585. 

ENTRY  IS  FREE.  SEND  FOR  YOUR  ADVANCE  TICKETS  NOW 
OR  TELEPHONE  THE  TICKET  HOTLINE  01-302  7215. 
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OUT  &  ABOUT 


The  big  shot 


The  right  arm  swings  up  in  one  swift, 
controlled  movement  from  the  hip  to  point 
straight  ahead.  He  stands  there,  perfectly  still, 
gripping  a  9mm  Smith  &  Wesson,  aimed  at 
some  imaginary  target  ...  concentrating. 

Sat  watching  this  in  an  office  that  seems 
dimly  lit  when  stepping  from  the  bright 
Summer's  day  outside  is  a  disconcerting 
experience.  The  pistol  isn't  loaded  and  if  you 
can  feel  comfortable  in  the  company  of  anyone 
with  a  gun  then  it  must  surely  be  John  Evans, 
pharmacist  and  new  chairman  of  the  British 
Pistol  Club.  But  ever  since  Hungerford,  which 
reminded  everyone  of  the  lethal  consequences 
of  a  weapon  falling  into  the  wrong  hands,  you 
are  always  going  to  look  twice  at  a  man  with  a 
gun  —  even  if  he  considers  it  a  sporting  and 
collectable  treasure  that  can  be  appreciated 
like  a  good  chess  set. 

Returning  to  his  chair,  John  Evans  says 
academically:  "The  police  should  have  taken 
Michael  Ryan  out  in  the  first  half  an  hour.  The 
only  shots  fired  came  from  his  gun.  But  more 
critically,  he  should  never  have  been  given  a 
firearms  certificate.  He  was  not  a  sportsman 
and  he  wasn't  a  member  of  a  club  —  he  only 
shot  at  commercial  ranges  where  you  just  pay 
a  fee  and  use  their  facilities" . 

Does  he  sleep  safer  at  night  because  he 
has  a  collection  of  guns  and  obviously  knows 
how  to  use  them?  "There  is  no  way  that  I 
identify  my  pistol  with  personal  protection  and 
owning  it  is  not  a  macho  thing.  No  doubt  if  my 
life  was  threatened  and  it  was  obvious  that  I 
was  going  to  die,  then  I  would  use  it,  if  I  had 
the  chance  to  get  it  out.  The  only  thing  I  would 
say  is  that  if  you  pull  a  gun,  you  have  to  be 
prepared  to  use  it." 

When  he  thinks  of  "guns  in  society",  he 
says  he  is  more  concerned  about  shotguns 
which  have  '  'a  lethal  point-and-shoot  potential 
in  anyone's  hands".  He  believes  there  are 
farmers  in  this  country  who  don't  keep 
shotguns  in  a  secure  place  and  even  leave 
them  loaded,  ready  for  the  occasional  fox.  He 
contrasts  this  with  the  strict  ailes  which  cover 
handguns. 

"To  own  a  pistol  you  have  to  have  a 
firearms  certificate.  To  get  one  you  must  have 
a  safe  in  your  home  and  you  must  belong  to  a 
club.  Getting  club  membership  requires 
regular  attendance  over  a  period  of  time  - 
often  eight  months  —  and  all  the  checks  are 
supervised  by  the  police. 

"The  police  ask  club  secretaries  about 
your  character.  If  you  have  a  drink-driving 
offence,  for  example,  you  wouldn't  get  a 
certificate.  People  have  even  been  refused 
because  they  are  known  to  row  with  their 
neighbours.  Basically,  you  have  to  have  a  very 
good  reason  for  wanting  a  pistol,  and  if  it  is  for 
sport  then  you  have  to  prove  your 
commitment  and  character." 

For  him  the  beauty  of  the  sport  comes 
In  >ni  the  high  levels  of  concentration  required 
from  participants.  He  shoots  two  or  three 
times  each  week ,  mainly  at  local  clubs  near  his 
Bedfordshire  home.  He  says  the  clubs  have  a 
pleasant  atmosphere  (drinking  is  discouraged) 
and  there  is  plenty  of  opportunity  to  meet 
people  from  different  walks  of  life  as  the  sport 
crosses  all  social  barriers.  He  has  only  ever 
come  across  one  other  pharmacist  marksman 
though,  Dick  Cross  from  Caerphilly. 


The  first  contact  with  guns  came  as  a 
seven-year-old  boy  in  Yorkshire  when  he 
would  accompany  his  father  on  game  shoots. 
He  followed  the  hobby  until  his  twenties  when 
he  decided  he  didn't  like  killing  animals.  One 
eye  is  still  kept  on  that  cause  today.  At  home 
he  says  he  will  never  serve  veal,  pate  de  fois 
gras  or  any  other  meat  that  has  come  from 
animals  fed  in  particularly  unnatural  ways. 

John  Evans  interest  in  firearms  was 
rekindled  by  an  invitation  from  a  Sheffield  GP, 
who  knew  of  his  former  game  shooting 
proficiency,  to  visit  a  pistol  club.  He  found  he 
instinctively  took  to  handling  a  pistol  on  the 
range ,  and  finding  he  had  an  edge  over  others 
shooting  at  the  club,  his  passion  for  the  sport 
returned. 

His  involvement  in  the  sport  has  changed 
at  key  points  in  his  life,  such  as  marriage  and 
his  career.  He  registered  in  1950  and  worked 


for  Merck,  Sharp  &  Dohme,  Distillers,  Smith 
&  Nephew  and  Cooper  Laboratories,  before 
setting  up  Abatron,  a  company  specialising  in 
contact  lens  care  preparations,  in  1979,  which 
he  runs  today  from  his  Potton  headquarters. 
During  his  career  he  has  accumulated  a 
number  of  honours  including  Fellowships  of 
the  Royal  Pharmaceutical  Society  and  the 
Royal  Society  of  Medicine. 

His  shooting  skills  have  been  rewarded 
with  a  variety  of  titles  that  include  the  UK  Free 
Pistol  Championship  of  1961  and  membership 
of  the  UK  teams  for  the  European 
Championships  of  1963  and  1965.  He  was  a 
reserve  for  both  Tokyo  and  Mexico  Olympics. 

He  found  his  hobby  most  satisfying  during 
the  early  80s  when  a  tough  legal  battle  put  his 
company  and  home  at  risk.  At  that  time,  he 
says,  it  was  the  only  distraction  that  could  take 
him  away  from  the  pressure. 
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The  way 
forward? 

Your  correspondent,  Mr  J.  Burns 
(C&D  July  15,  p88),  is  referring  to 
the  appearance  in  the  medical 
Press  of  the  FP10  form  in  a 
"landscape"  format  which  I 
designed  in  1985  to  solve  a 
number  of  problems,  notable 
among  which  was  the  lack  of  detail 
given  to  patients  and  pharmacists 
by  GPs  on  the  current  "portrait" 
format.  The  Council  of  the  Society 
endorsed  the  basic  idea  in  concert 
with  the  PSNC. 

When  I  was  co-opted  as  the 
pharmacist  member  to  the  Society 
of  FPCs  in  1987  I  decided  to 
relaunch  the  design  to  the 
professionals  and  lay  members 
from  the  FPC  world  to  get  a 
reaction  and  stimulate  progress 
since  the  "partisan  approach' '  had 
stagnated. 

I  was  delighted  to  receive  the 
support  and  constructive  criticism 
from  the  GP  members  of  the 
SFPC  for  what  is  a  radical 
departure  from  tradition.  As 
comments  have  been  received 
from  interested  parties  such  as 
the  Prescription  Pricing  Authority 
I  have  amended  the  design 
accordingly.  The  reverse  side  of 
the  form  changed  through  the 
efforts  of  Andrew  Bond,  a  PSNC 
member.  As  C&D  noted  Quly  15, 
p72)  several  of  the  forward 
looking  proposals  now  need  to  be 
decided  between  the  DoH,  PSNC 
and  other  bodies  before  further 
progress  can  be  made. 

What  Mr  Burns  has 
discovered,  without  knowing  it,  is 
that  the  new  FP10  design  along 
with  my  "patient  referral  notes" 
and  initiatives  on  the  one  mile 
limit,  are  the  product  of 
"participatory  democracy"  and 
not  "representative democracy". 
I  am  no  longer  a  member  of 
Council,  but  that  does  not  stop  me 
from  being  creative  and 
participating  in  the  development  of 
pharmacy  I  am  trying  to 
popularise  pharmaceutical  issues 
in  the  greater  political  world 
where  decisions  are  made,  and 
not  trap  them  in  committee  rooms 
where  they  will  only  find  partisan 
support. 

[n  this  case,  the  Royal 
Pharmaceutical  Society  is  not  the 
owner  of  the  "intellectual 
property"  and  should  not  be 
criticised  for  the  part  it  has  played 
in  supporting  and  contributing  to 
my  personal  innovations.  Now 
that  the  ideas  are  more  clearly 
defined  in  my  mind,  the  time  is 
right  to  seek  publicity  so  that 
i  discussion  can  take  place  within 
pharmacy  about  the  way  forward. 

That  is  why  I  welcome  Mr 
Burns'  thoughts  on  remunerating 
a  delivery  service  provided  by 
;  pharmacy.  Some  of  my  colleagues 
already  employ  vehicles  and  staff 


to  deliver  medicines  within  a  six 
mile  radius.  If  a  pharmacist  does 
not  use  his  car  between  9am  and 
6pm  he  might  consider  insuring  a 
part-timer  or  a  licensed  member 
of  staff  to  deploy  this  asset  more 
profitably.  It  has  to  be  good  for 
business  because  it  will  not  be  long 
before  the  High  Street  chains 
raise  their  profile  with  the  public 
by  offering  fleet  services. 

We  have  a  duty  to  the  public 
continually  to  modernise  the  way 
in  which  we  operate  and  mobilise 
ourselves.  After  all,  it  is  only  an 
assumption  of  the  1912  NHS 
Insurance  Act  that  patients  are 
mobile  and  pharmacists  are 
immobile.  The  legacy  of  that 
thinking  is  the  one  mile  limit  which 
prevents  us  from  providing  the 
scale  of  services  that  patients 
deserve  and  of  which  dispensing 
doctors  cannot  conceive. 

We  know  that  our  political 
masters  must  eventually  let  us 
provide  extensive  patient 
orientated  services,  but  we  are  in 
no  position  to  insist  on  restrictive 
patient  registration,  so  we  must 
look  to  recognition  of  item-of- 
service  payments  as  the  way 
forward  on  the  new  FP10. 


Noel  Baumber 


Grantham 


Rural  move? 

I  read  with  interest  and  sympathy 
the  rural  dispensing  proposal  by 
Noel  Baumber  in  the  C&D  July 
15.  Clearly  the  present  situation  of 
threat,  counter  threat,  and 
general  hostility  is  in  nobody's 
interest,  least  of  all  the  patients.  It 
behoves  those  of  us  involved  to 
try  to  produce  a  better  scheme,  so 
that  patient  interest  is  served. 

I  agree  wholeheartedly  that 
pharmacists  are  delivering  to 
patients;  all  the  evidence  shows 
this  and  indeed  there  is  little 
evidence  to  show  that  doctors  do. 
They  might  arrange  for  someone 
to  take  dispensed  medicines  to  a 
convenient  point  —  the  pub, 
vicarage  or  post  office  —  but  I 
suspect  that  they  rarely  in  fact 
deliver  to  patients'  houses, 
unless,  of  course  the  district  nurse 
is  going  in. 

Certainly  there  would  be 
scope  for  a  pharmacist  to  dispense 
in  many  of  the  fairly  large  practices 
around  the  country.  What  would 
need  to  be  sorted  out  is  the  legal 
position  of  the  pharmacist  being 
involved  in  a  dispensing-doctor 
practice.  Clearly  he  or  she  would 
have  to  be  professionally 
responsible,  including  taking 
responsibility  for  the  quality  of  the 
medicines  used,  although  in  a 
transitional  stage  it  might  be 
possible  for  the  medical  practice  to 
continue  to  sign  the  cheques  and 
take  any  profits,  the  pharmacist 
simply  being  paid  the  fees. 


The  other  point  that  would 
have  to  be  considered  is  whether 
or  not  a  pharmaceutical  service 
can  be  considered  simply  within 
the  NHS.  Having  worked  in  a 
small  health  centre  with  four 
doctors,  I  would  suggest  that 
there  is  scope  for  the  sale  of 
medicines  and  related  goods, 
although  this  would  present 
problems  under  the  present  cost- 
rent  schemes.  But  these  need  not 
be  insuperable.  There  would  also 
be  advantage,  in  that  the  doctors 
would  have  input  into  what 
proprietary  medicines  were 
available  to  their  patients  and 
assist  in  compiling  a  full  medication 
profile. 

What  is  needed  is  for  those  of 
us  interested  to  get  together  and 
obtain  support  for  an  experiment. 
Is  there  a  dispensing  practice  of 
three  or  four  doctors  which  is 
considering  rebuilding  its 
premises  and  would  like  to 
participate?  And  is  there  a 
pharmacist  who  is  prepared  to 
take  the  opportunity  of  combining 
with  them?  Finally,  is  there  an 
FPC  (and  LMC  and  LPC)  who  will 
look  at  the  possible  advantages 
and  "give  it  a  go"?  If  we  could 
combine  all  three,  who  knows 
what  might  happen. 


Miall  E.  James 

Secretary,  Essex  LPC 


PMR  impact 

How  interesting  to  read  that  John 
Richardson  are  offering  £2,000  for 
the  best  papers  on  patient 
medication  record  systems.  They 
are  asking  community 
pharmacists  to  set  out  their  views 
on  the  "major  impact"  which 
PMRs  will  make  to  community 
practice.  I  am  admittedly  one  of 
the  old  school  and  may  not  have 
kept  completely  up-to-date  with 
modern  thinking.  Why  should  we 
keep  patients'  records  when  it  is 
most  certainly  the  responsibility  of 
the  prescriber?  Quite  different  if 
we  were  to  be  given  permission  to 
issue  repeat  prescriptions 
ourselves. 

Is  it  assumed  that  patients' 
treatment  will  not  vary  in  the 
months  and  if  it  does,  how  many 
hours  will  the  pharmacist  spend  in 
updating  his  own  records? 

I  work  closely  and  happily  with 
nursing  and  rest  homes,  co- 
operating continually  with  doctors 
and  staff.  Good  liaison  and 
personal  contact  is,  to  my  mind, 
far  more  important  than  PMRs, 
and  I  shall  look  forward  to  a 
convincing  argument  in  their 
favour.  I  hope  it  is  not  just  the 
attraction  of  a  possible  financial 
reward. 


G.W.  Minshull 

Clact*>n-on-Sea 
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USINESSNEWS 


Anger  as 
Biotherm  pull 
the  plug 

Biotherm  —  part  of  the  L'Oreal 
group  of  companies  —  are  pulling 
out  of  supplying  pharmacies.  A 
letter  to  stockists  this  week 
announced  the  move,  saying 
Biotherm 's  skincare  products  will 
now  be  distributed  exclusively 
through  department  stores. 

Trades  sources  contacting 
C&D  have  been  angered  by  the 
move  because  they  have  spent 
time  and  money  building  up  the 
brand,  only  to  be  cut  off.  Biotherm 
are  believed  to  have  had  some 
major  accounts  such  as  Savory  & 
Moore  and  serviced  over  100 
pharmacies. 

Biotherm 's  letter  says  the 
company  can  no  longer  accept  any 
further  orders,  nor  will  it  be 
possible  for  an  area  manager  to 
service  the  account. 

Biotherm's  international 
managing  director  J  P  Agon  could 
not  be  reached  for  comment  as 
C&D  went  to  Press. 

CP  cut  45 
jobs  in  1992 
move 

CP  Pharmaceuticals  are  to  close 
their  Leicester  plant  at  the  end  of 
the  year  with  the  loss  of  up  to  45 
jobs. 

The  Fisons  subsidiary  is 
switching  production  to  its  newer 
Wrexham  plant  where  the  latest 
tablet  manufacturing  facilities  have 
been  installed. 

A  CP  spokesman  told  C&D 
the  job  losses  at  Leicester  may  be 
slightly  offset  by  openings  at  the 
Wrexham  plant. 

The  newer  facility  is  dedicated 
to  OPI)  and  CP  say  the 
investment  has  been  made  to 
enable  them  to  compete 
effectively  in  the  European  Single 
Market  where  OPI)  is  widely 
used. 


Numark  pick  new  MD 
to  get  aggressive  edge 


Numark 's  drive  to  beef-up  their 
business  took  a  significant  turn 
this  week  with  the  appointment  of 
a  new  managing  director. 

He  is  Terry  Norris,  former 
commerical  director  of  Sangers, 
who  picks  up  the  reins  from 
Numark's  recently  departed 
Trevor  Dixon.  He  left  the  group 
by  mutual  consent  in  June. 

Numark  have  been  looking  for 
more  aggressive  leadership  to 
vitalise  members'  support  of  the 
Numark  brand  in  the  shops. 
Chairman  Hugh  Butler  told  C&D 
that  the  board  picked  Mr  Norris 
because  of  his  10  years  of 
experience  as  managing  director 
the  Sangers-sponsored  Image 
Voluntary  Group  (a  photographic 
equivalent  of  Numark)  and 
because  of  his  "tremendous 
enthusiasm".  The  chairman  says 
Mr  Norris's  first  task  will  be  to 
define  Numark's  objectives  for 
the  1990s. 

Terry  Norris  said  on  his 
appointment:  "I  look  forward 
tremendously  to  joining  Numark 
at  a  time  of  considerable 
opportunity  for  the  future  of 


Terry  Norris,  the  third  managing 
director  in  Numark 's  history 

British  pharmacies" . 

Mr  Norris,  who  is  from  the 
West  Country,  takes  up  his 
position  on  August  1  and  will  be 
based  at  the  group's  Warminster 
office.  He  is  expected  to  meet  all 
the  Numark  principals  and  a 
number  of  retailers  in  his  first  two 
weeks  with  the  organisation. 


NPA  look  at  DTI  proposals 
on  restrictive  practices 


National  Pharmaceutical 
Association  director  Tim  Astill 
said  this  week  that  he  is  closely 
watching  developments 
surrounding  the  new  Government 
White  Paper  on  restrictive  trade 
practices. 

The  DTI  has  yet  to  clarify  how 
its  proposals,  first  mooted  in  the 
Green  Paper  Review  of  Restrictive 
Trade  Practices  Policy,  will  affect 
the  Resale  Prices  Act.  It  governs 
the  pricing  of  ethical  and  OTC 
medicines.  Only  pharmaceutical 
and  book  prices  are  currently 
price-maintained  by  the 
Government. 

The  White  Paper  says  that  the 


Government  wants  to  introduce 
new  legislation,  as  soon  as 
Parliamentary  time  permits,  to 
replace  all  the  existing  trade 
practice  legislation  (the  RTPA), 
"probably"  including  a  review  of 
the  Resale  Prices  Act. 

The  Government  proposes 
that  the  RPA  and  the  general  body 
of  legislation  be  replaced  with  a 
single  Act  incorporating  a 
"prohibition  on  agreements  or 
concerted  parties  which  have  the 
object  or  effect  of  restricting  or 
distorting  competition  in  the 
UK".  The  NPA's  policy  views 
were  offered  at  the  consultative 
stage 


Court  due  to 
rule  on 
Unichem 

A  High  Court  judge  was  due  to 
rule  on  Thursday  on  Macarthy's 
request  for  an  injunction  to  block 
Unichem 's  new  share  scheme. 

Jeremy  Lever  QC,  for 
Macarthy,  told  Justice  Aldous  at  a 
hearing  this  week  that  the  original 
scheme,  now  banned  by  the 
Department  of  Trade  &  Industry, 
had  had  a  "pretty  devastating" 
effect  on  Unichem 's  competitors, 
and  particularly  Macarthy. 

John  Swift  QC,  for  Unichem, 
argued  that  the  injunction  sought 
would  "put  Unichem's  feet  in 
concrete  from  now  until 
flotation".  Unichem  would  be 
required  to  adjust  their  terms  of 
trade  in  a  way  that  might  solve 
Macarthy's  problems,  but  would 
not  solve  Unichem's  problems,  he 
said. 

Full  report  in  C&D  next  week. 

Beecham 
merger  set 
forgo 

Beecham's  merger  with 
Smithkline  is  expected  to  clear  its 
final  hurdle  this  week  when 
shareholders  in  the  US  group  are 
asked  for  approval. 

Although  some  protests  are 
expected,  as  there  were  at  the 
Beecham's  shareholders' 
meeting  last  month,  the  exercise 
is  considered  a  rubber  stamping 
exercise  by  City  experts. 

The  meeting  was  scheduled  to 
take  place  on  Wednesday,  after 
C&D  went  to  Press.  On  the  same 
day,  Smithkline  Beecham  were 
expected  to  issue  £1.34  billion  of 
sterling  floating  rate  notes  to 
satisfy  a  loan  note  element  of  the 
merger  agreement. 
■  Smithkline  Beckman  have  net 
income  up  20  per  cent  to  $1 18.6m 
in  second  quarter  results  out  this 
week. 
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Creighton's 
down  19pc 

Pre-tax  profits  are  down  by  19  per 
:ent  to  £1 .03m  in  full  year  results 
released  by  Creighton 
Laboratories  last  week. 

Sales  are  up  23  per  cent  to 
£8. 47m.  Richard  Collard, 
:hairman  of  the  USM-quoted 
?roup,  was  "unavailable"  for 
:omment  on  the  performance. 

Fisons  buy  in 
France 

"isons  strengthened  their  French 
nterests  this  week  with  the 
t!24.3m  acquisition  of  Gerbiol,  the 
intibiotics,  cardiovascular  and 
dietary  supplements  producer. 

Fisons'  chairman  and  chief 
xecutive  John  Kerridge  says  the 
-Tench  firm  has  sales  of  £12. 3m 
and  has  demonstrated  "above 
rverage  growth"  in  the  last  few 
Vears. 

Fisons  existing  operations  in 
ranee  concern  the  sales  of  a 
ange  of  anti-allergy  and 
espiratory  products.  The 
ompany  launched  Tilade  in  the 
ountry  earlier  this  year  and  the 
iddition  of  the  Gerbiol  salesforce 
will  accelerate  market  penetra- 
ion,  said  Mr  Kerridge. 

Ciba  slow 

2iba  Geigy,  now  minus  the  Ilford 
)hotographic  group,  last  week 
'eported  half  year  sales  up  3  per 
:ent  to  £322m  on  the  same  stage 
|n  1988. 

Pharmaceuticals  growth  has 
'slowed  markedly",  according  to 
:hief  executive  John  Fraser.  He 
>lamed  "continuing  price 
wessures  from  the  Department  of 
health"  and  a  general  market 
lowdown  due  in  pari  to  the 
xpected  impact  of  budgetary 
'ontrol  on  GP's. 

I  Ciba-Geigy  are  to  spend  over 
50m  on  projects  to  improve 
nvironmental  protection  at  UK 
ites  over  the  next  five  years. 


Chairman  Jerome  Laughton  receives  Laughton  &  Sons '  Queen 's 
Award  for  Export  Achievement  from  the  Earl  of  Aylesford,  Lord 
Lieutenant  of  the  County  of  the  West  Midlands.  Also,  horn  left  to  right: 
Mr  R  Weake,  Laughton  director;  Mrs  L  Hopkins,  Clerk  to  the  Earl  of 
Aylesford;  Mr  M  J  Laughton,  managing  director;  and  Mr  T  J 
Laughton,  sales  and  marketing  director 


Boots  keep  their  nerve 


Boots  this  week  extended  the 
time  limit  to  August  8  on 
acceptances  for  their  offer  of  400p 
per  share  for  Ward  White.  But 
Boots'  chief  executive  Sir  James 
Blyth  says  he  has  seen  nothing  to 
cause  him  to  "reconsider  our 
view  of  the  value  of  Ward  White ' ' . 

The  original  deadline  passed 
on  Tuesday  with  just  a  fraction 
(0.04  per  cent)  of  WW's  ordinary 
shareholders  accepting.  City 
experts  think  the  shareholders  are 
waiting  for  a  higher  offer  which 
could  come  with  a  new  bid  from  a 
third  party  or  a  management 
buyout . 

Boots'  brinkmanship  tactics 
are  winning  both  praise  and  scorn 
in  the  City.  The  offer  values  WW 
,i(  £800m,  and  although  pundits 
are  sure  that  will  have  to  be 
raised,  the  board  are  plotting  a 
careful  course  against  the  fact  that 
despite  all  the  talk,  a  bid  from  a 
third  party  has  yet  to  appear. 

Underlying  this  is  Boots' 
stated  intention  of  not  paying 
more  than  WW  is  worth.  This 
intention  has  been  hardened  by 
the  risk  of  paying  to  much  and  thus 
diluting  the  value  of  Boots  shares. 
Bui  for  the  moment  Boots'  tactic 
is  seen  as  an  attempt  to  outface 
WW's  board.  Boots  are  in  the 
awkward  position  of  having  to  pick 
their  shots  at  the  WW  trading 
record  so  as  to  not  undermine 
their  own  shareholders  faith  in  the 
bid. 

Hoots        laced  some 


embarrassment  at  a  shareholders 
meeting  on  Monday.  Mercury 
Asset  Management,  who  own  10 
per  cent  of  Boots'  equity,  voted 
against  the  bid. 

MAM's  chairman  said  the 
acquisition  of  Ward  White  would 
change  Boots  from  "a  defensive 
company  with  strong  asset 
backing  to  being  a  hybrid  which  is 
much  more  exposed  to  cyclical 
swings, ' '  1  le  added  that  Boots' 
mangement  does  not  have  the 
expertise  to  deal  with  WW. 

Sir  James  Blyth  said  MAM's 
action  in  making  such  a  public 
stand  was  puzzling  —  "Whatever 
their  motive,  it  is  a  very  odd  thing 
to  have  done."  He  added  that  the 
two-thirds  vote  in  favour  was 
more  than  enough  to  press-on. 

Sir  James  and  chairman  Robert 
Gunn  have  been  on  the  attack 
over  Ward  White's  defence 
document  which  forecasts  interim 
profits  of  £33m.  In  a  letter  to  WW 
shareholders  this  week  they 
argue  that  the  growth  in  profit  of 
19  per  cent  appeared  to  come 
mainly  from  a  first  time 
contribution  from  AG  Stanley. 

Analysts  think  that  WW's 
board,  like  Boots',  are  playing 
something  of  a  waiting  game. 
Then  forecast  for  full  profits  is 
expected  to  show  better  profit 
growth  because  of  the  seasonal 
nature  of  I  MY  sales.  But  the  WW 
board  are  keeping  that  card  close 
to  their  chest,  waiting  fora  higher 
bid  from  Boots. 


S&N  tissue 
disposal 

Smith  &  Nephew  are  to  raise 
£50m  through  the  sale  of  their  50 
per  cent  stake  in  its  jointly  held 
subsidiary  British  Tissues. 

Swedish  group  Oy  Nokia  are 
buying  the  stake  which  last  year 
contributed  £6. 4m  profits  to 
S&N's  balance  sheet. 

Toiletries 
buyout 

A  management-led  consortium 
has  acquired  the  romantic 
toiletries  maker  Browns  of 
Melbourne  business  in  the  UK.  In 
addition  the  same  group  has 
acquired  the  US  distribution 
company  which  has  handled 
Browns  of  Melbourne  sales  to 
date. 

The  two  new  companies  will 
be  known  at  Browns  of 
Melbourne  Ltd,  and  Browns  of 
Melbourne  Inc,  in  the  UK  and  US 
respectively,  and  will  act  as 
subsidiaries  of  Loyd  International. 


COMING  EVENTS 


Treasure  hunt 

The  County  of  Somerset  branch  of 
the  Royal  Pharmaceutical  Society 
of  Great  Britain  are  holding  a  car 
treasure  hunt  on  Saturday, 
August  5. 

Participants  are  ask  to  meet  in 
the  car  park  behind  the  shopping 
precinct  in  Somerton  between 
7pm  and  7.30pm.  The  entrance 
fee  per  car  is  £1. 

The  winning  team  will  be  the 
one  who  finds  the  most 
"treasures".  The  organisers  say 
the  hunt  will  finish  at  a  point  where 
meals  will  be  available  (at 
reasonable  prices)  at  about 
8.30pm. 

UKCPft  Workshop.  "Clinical  Pharmac) 
Induction  Course"  .it  York  University 
from  Septemer  1-3.  The  costs  is  VI 10 
(members)  oi  £130  (non-members). 
Contact  Sally  Shaw,  Pharmacy 
Department,  Bolton  Roval  Infirmary. 
Tel:  0204  390318. 
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APPOINTMENTS 


Regulatory  Affairs 
—  Executive  — 

LOCATION:  CENTRAL  LONDON 

PAGB  is  the  association  representing 
manufacturers  of  non-prescription 
medicines,  and  is  widely  respected  in  the 
pharmaceutical  industry  for  its  efficiency 
and  professionalism.  Because  of  the 
regulatory  changes  surrounding  "1992" 
we  need  to  expand  our  team  through  the 
appointment  of  a  Regulatory  Affairs 
Executive. 

This  is  an  opportunity  to  work  with  74 
pharmaceutical  manufacturers  marketing 
non-prescription  medicines.  You  will  advise 
them  on  regulatory  matters  covering 
medicines  and  foods:  you  will  be  involved 
in  representations  to  the  Medicines  Control 
Agency  and  our  work  with  our  European 
Association  over  European  harmonisation. 

We  are  looking  for  a  pharmacist  or  life 
sciences  graduate  with  2-3  years  ex- 
perience in  the  pharmaceutical  industry 
and  a  knowledge  of  regulatory  matters. 
The  salary  is  negotiable  according  to  age 
and  experience.  We  offer  an  excellent 
benefits  package,  including  five  weeks' 
holiday,  PPP  and  a  non-contributory  pen- 
sion scheme.  Write  enclosing  cv,  or 
telephone  for  an  application  form  to: 


PAGB 


Ms  Sheila  Kelly 

Secretary 

PAGB 

Vernon  House 
Sicilian  Avenue 
London  WC1A  2QH 
Tel:  01-242  8331-4 


Product  Support 
Pharmacist/ 
Chemist 

Fisons  Consumer  Health  is  the  health  care  activity  of 
one  of  the  most  successful  British  Pharmaceutical 
companies.  Career  advancement  has  created  an 
exciting  and  challenging  vacancy  within  our 
Technical  Product  Development  Department. 
Working  with  such  proprietary  ranges  as  Sanatogen, 
Radian  B,  Ultracare  and  Paracodol,  we  are  looking 
for  a  key  achiever  who  will  help  to  support  our 
products  and  participate  in  factory  developments 
to  take  us  forward  into  the  1990s. 
Reporting  to  the  Development  Services  Manager, 
you  should  be  either  a  graduate  with  two  years' 
experience  in  Pharmaceutical  processes  with  a 
desire  to  extend  your  horizons  as  we  move  into 
food  and  toiietry  areas,  or  an  outstanding  new 
graduate  who  can  demonstrate  superior  ability 
rather  than  hands-on  work  experience. 
The  role  offers  excellent  prospects  for  personal 
growth  and  development  within  an  international 
organisation,  competitive  salaries  are  backed  by  a 
wide  range  of  benefits,  including  subsidised  private 
health  care,  contributory  pension  scheme,  flexible 
working  hours  and  profit  sharing  bonus.  Generous 
relocation  assistance  is  available  where  appropriate, 
if  you  are  interested  in  this  position,  please  send 
full  CV,  or  write  for  an  application  form  to: 

Mrs  J  Skipworth, 
Assistant  Personnel  Officer, 
Fisons  Consumer  Health, 
12  Derby  Road, 
Loughborough, 
Leicestershire,  LE11  0BB. 
Tel:  0509  611001. 


Fl^^Cnnsi 


Consumer  Health 


WITH  AN  AVERAGE  READERSHIP  OF  OVER  28,000 
CHEMIST  AND  DRUGGIST  PROVIDES  THE  IDEAL  MEDIUM 
FOR  ALL  YOUR  CLASSIFIED  ADVERTISING  NEEDS. 

CONTACT  JULIAN  SEAL  ON  0732364422 
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APPOINTMENTS 


LABELLING  SYSTEMS 


Abe  a  Sales 
Manager 

Kt  'ii t/ Susst ^x/ South  London 
c.£17,000 package  +  car 


f 

m  Parfums  )ves  Saint  Laurent  have  an  enviable 

^^^b^^^^B  reputation  as  one  of  the  most  prestigious  names  in 
fragrance  and  cosmetics  with  market  leaders  such  as 
Rive  Gauche,  Opium,  Kouros  and  Jazz. 

In  order  to  increase  our  market  share  we  are 
offering  a  rewarding,  stimulating  sales  role  as  an  Area 
Sales  Manager  semcing  high  \aluc,  quality  business  for 
prestige  chemist  accounts  and  department  stores. 
Dealing    with   pharmacy   managers    you    will  he 
responsiblejbr  maintaining  stock  levels  and  meeting  sell 
through  targets. 

We  are  looking  for  managers  with  a  minimum  of 
5  years'  proven  fmcg  experience  with  theabilitj  to  help 
our  business  tfrow  and  the  relcvent  skills  to  manage  and 
control  a  substantial  territory. 

With  full  marketing  and  administrative  support  we 
n  ill  expect  you  to  start  making  a  contnbution  from  the 
start  as  a  key  member  of  a  very  professional  sales  team. 

You  will  receive  a  target  related  salary  package 
e.117,000  plus  a  jull\  expensed  car  and  excellent 
benefits  which  include  free  private  health  cover,  a  non- 
contributory  pension  and  life  assurance  scheme. 

If  you  have  the  qualities  we areseeking,  please  write 
with  full  career  details  to  Jane  I'elham,  Personnel 
Manager,  Parfums  Yves  Saint  Laurent  Limited,  Victoria 
Gardens,  Burgess  Hill,  West  Sussex  RHIS  9NB. 


}<^INl/AURHNr 


LABELS 


0*H0CHM«*' 


OFFER 


AND< 


LABELLING  SYSTEMS 


John  Diehard! on 
Computers  Lid 


^  In  Auto-Orciei  Slink  (.niilrii 

**■  In  Customer  Service 

Vj-  V^B^-  In  Systems  Development 

Full  patient  records 

with  drug  interactions 

FRKF.POST,  Preston  PRr>  (iliR  Telephone:  (0772)  V2.:\7iY.\ 


SHADOW  LABELLING 


SHADOW  PLUS  Xl9995 


PATIENT  RECORDS  X  299 95 


PATIENT  RECORDS  PLUS  /39995 


SHADOW  CONTROL  DOSAGE 


SHADOW  HOSPITAL  X24995 


COMPLETE  PATIENT  RECORDS  SYSTEM 


y     lor  your  nursing  home  business1 


1395s 


"SOFT 

a  division  of  Image  Micro  Svstems  Ltd 


•2  7  Waterloo  Place 
Leamington  Spa 
CV32  SLA 
(0926! 33648S 


hardware  a  software 


ORALABEL  PC 

'The  Ultimate  in  pharmacy  systems..." 

*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings.  *  Latin  dosages. 

*  Unique  "owings  book"  facility. 

*  Complete  systems  or  software  only . 

For  leaflets  or  a  demonstration,  phone  or  write 

Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


PRODUCTS  &  SERVICES 


Find  out  more  about 
Fairscan  pharmacy  systems  today! 


lT.ll.lU 

5  M0  31885"0  09t) 


\.  ft  14a  High  Srreet,Lynd hurst, 
Hants.S043  7BD 
Teh  (042 -128)  3222 


SHOPF ITTING  &  CONTRACTING 

DISCOUNT  LONDON  AND  HOME  COUNTIES 
FOR  LATEST  SERIES  2000  PHARMACY  SHOP 

EQUIPMI  N  I 
backed  hy  RELIABLE  &  COMPLETE  CONTRACT 
SERVICE 
FOR  DETAILS  OF  OFFER  PHONE 
01  -328  <)628 
28  NO  T  T INGHAM  PLACE     LONDON  W  l  M  3 I  D 
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SHOPFITTINGS 


STOCK  FOR  SALE 


QuatUy  7£<W  tfctt  "Ran  It  a 


_  design 


1.  Creators  of  imaginative  concepts  that  work. 

2.  Specialists  in  both  traditional  &  continental  dispensary 
fittings. 

3.  Competitive  prices  &  attractive  finance  facilities  which 
makes  quality  affordable  to  all. 


BRISTOL 
0761  -41 8341 


EXETER 
0392-437791 


L  U  X 

L 

LI  N  E 


LUXLINE 

the  specialists  in  pharmacy 
shopfitting  design  and  construction 


8  Commerce  Way,  Leighton  Buzzard,  Bedfordshire 
Telephone:  (0525)  381356  Fax:  (0525)  382761 


SHOPFITTIN 
FOR  SALE 

COMPLETE  "DOLLAR  RAE"  FITTINGS  FOR 

SHOP  AND  DISPENSARY  FOR  SALE. 
EXCELLENT  CONDITION,  AVAILABLE  END 
OF  SEPTEMBER. 

TEL:  01-409  2958 


URIMPHARM  LTD 


OUR  EEC  IMPORTED  PHARMACEUTICALS 

★  CAREFULLY  SELECTED  RANGE  OF  PRODUCTS 

★  PRODUCT  LIABILITY  INSURANCE 

OUR  OWN 'EEC  QUALIFIED  PERSON  TO 
SUPERVISE  QUALITY  CONTROL 

★  DISTRIBUTION  THROUGHOUT  UK 

k  ONE  OF  THE  LARGEST  PURCHASERS  OF  Pi's 
IN  EUROPE 

★  HELPFUL  ADVICE  GIVEN  TO  UPDATE  THE 
PHARMACIST 

t  COMPETITIVE  PRICES  AND  REGULAR  MONTHLY 
OFFERS 

★  MEMBER  OF  THE  ASSOCIATION  OF 
PHARMACEUTICAL  IMPORTERS 

FOR  ANY  ADVICE,  QUERIES,  FORWARD  PLANNING,  QUOTES  OR  A  PRICE 
LIST  CONTACT:  MERVYN  GREEN  MPS 


URIMPHARM  LTD 


UNIT  A6,  83  COPERS  COPE  ROAD, 
BECKENHAM,  KENT,  BR3  1NR 
TELEPHONE:  01-658  2255 
TELEX:  263832;   FAX:  01  658  8680 


THE  FILM  MAN 

DAVEROTHWELL 


Konica  110/12 

70p 

1 10/24  from 

70p 

Komca/Fu|i  1 10/24 

85p 

135/24 

85p 

Konica  135/12 

80p 

135/36  from 

£1.00 

Kodak  Gold  110/24 

£1.25 

126/24  from 

40p 

Kodak  Gold  135/12 

O/D  75p 

Disc  from 

40p 

Kodak  Gold  135/24 

from  £1.60 

E180VideoTape 

£1.75 

Kodak  Gold  135/36 

from  £1.85 

120  from 

75p 

Kodak  VPS  135/36  Oct  '89  £2.25 

Polaroid,  Kodak,  Fuji,  Agfa  all  at  good  discounts.  Good 
prices  for  colour  sheet  paper.  Also  roll  paper  for  minilabs 
supplied. 

D.V.  ROTHWELL  LTD 

138  Westmoreland  Avenue,  Blackpool  FY  1  5QW. 

Telephone:  0253  697094  Carphone:  0836  6 140 18 
Fax:  0253  66615 
ALL  PRICES  +  VAT 


CHATSWORTH  FILM  CO 

Kodak  film  at  up  to  trade  less  25% 
Fuji  film  at  trade  less  25% 
Duracell  batteries  at  best  prices 
01-459  4975 
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STOCK  WANTED 


FRAGRANCES AND 
TREATMENTS 

WELL  ESTABLISHED  COMPANY  SEEKS  REGULAR 
SUPPLY  OF  QUALITY  BRANDED  PRODUCTS. 
CLEARANCE  PARCELS  OF  CLOSE-OUTS  AND  REGULAR 

AGENCY  LINESSOUGHT.  PROMPT  PAYMENTON 
COLLECTION.  MAXIMUM  DISCRETION  GUARANTEED. 
RESTWAYSLTD 
TEL:  0572  75581 8.  FAX:  0572  756948 


Pharmacists  recognise  the  C&D  beats 
all  others  for  sheer  practical 
commercial  value.  Research  shows  it, 
and  results  prove  it:  there  is  no  better 
way  to  reach  the  retail  pharmacist 
every  week  than  through  Chemist  & 
Druggist. 

For  further  information  phone  0732 
364422  and  ask  for  Julian  Seal. 
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ABOUT  PEOPLE 


Anderson's 
joint  CE 
appointment 

Claire  Anderson  recently  took  up 
a  joint  appointment  in  continuing 
education. 

She  is  employed  by  Chelsea 
Department  of  Pharmacy,  Kings 
College,  London,  and  by  North 
West  Thames  and  Oxford  health 
authorities. 

As  part  of  her  job  at  Chelsea 
she  will  run  a  course  for 
preregistration  students  in 
London  community  pharmacies 
not  covered  by  the  multiples' 
training  schemes.  The  course, 
i  osting  V  100,  will  be  held  from 
October  through  to  May  on 
Wednesdays. 

She  will  also  help  with  the 
National  Pharmaceutical 
Association's  assistants  training 
course  and  will  organise 
continuing  education  for 
community  pharmacists  in  North 
West  Thames  and  Oxford. 

Registering  as  a  pharmacist  in 
1982,  Miss  Anderson  worked 
previously  for  the  Westlake  group 
of  pharmacies  in  Oxford  and  was  a 
clinical  pharmacist  at  Hillingdon 
Hospital. 


Pictured  is  34  year-old  Peter  McPhee  receiving  the  Unichem  Driver  of 
the  Year  Award  and  £400  cheque  from  Brian  Herron,  general 
manager  of  Unichem  Livingston.  Peter's  van  and  the  Ford  Scorpio 
Ghia  are  in  the  background 

Second  time  lucky 

The  winner's  reward  is  the 
trophy,  which  can  be  retained  for 
a  year,  and  a  replica  "for  keeps" 
along  with  a  cheque  for  £400  and 
the  use  of  a  Ford  2.9  Scorpio  Ghia 
for  two  weeks. 

Brian  Herron,  Unichem's 
general  manager  for  Livingston 
says:  '  'I  was  delighted  to  present 
the  prize  and  trophy  to  Peter  who 
had  been  a  driver  at  Livingston  for 
three  years  and  was  runner-up  the 
vear  before". 


Peter  McPhee  was  determined  to 
be  Unichem's  driver  of  the  year 
after  being  runner-up  at  last 
year's  contest  —  he  succeeded! 

The  course  is  not  an  easy  one. 
Each  driver  has  to  first  qualify  at 
branch  level  and  then  take  the  final 
test  under  the  eagle  eyes  of 
RoSPA.  The  final  consists  of  six 
components  including  a  road  test, 
a  driving  skill  demonstration  and  a 
written  examination  on  the 
highway  code. 


Mark  1 1  'atson  and  Michael  Hamilton  are  the  first  Numark  pharmacist 
to  qualify  for  the  Rennie  trophy  to  be  played  in  Spain  later  this  year. 
Pictured  at  Alwoodley  Golf  Club,  from  the  left,  Michael  Williams 
(( Hdham),  Michael  Hamilton  (Yarm),  David  Walker,  who  presented 
the  prizes,  Mark  Watson  (Leeds).  Ken  White  (Nicholas  Laboratories) 
and  Keith  Midgley  (Noilhowramj 


Revlon's  star 
turns! 

Revlon  elected  Henry  A. 
Kissinger  a  director  of  the 
company  last  week. 

Mr  Kissinger,  who  was 
secretary  of  state  under 
Presidents  Nixon  and  Ford,  will 
join  Nancy  Reagan,  who  was 
elected  to  the  14  strong  board  in 
May. 

Controlled  Therapeutics  have 
appointed  pharmacist  Dr  Allan 
Taylor  as  manager  of  regulatory 
affairs.  He  was  previously  with 
Syntex  as  director,  regulatory 
affairs  Europe. 


New  look 
Lofthouse 

Lofthouse  of  Fleetwood,  of 
Fisherman's  Friend  fame,  have 
formed  a  new  sales  division  to 
develop  their  business. 

David  J.  Lincoln  joins  from 
Needlers  to  take  up  the  Southern 
national  account  sales  manager 
role;  Steve  Bolton  joins  from 
Barker  &  Dobson  as  his  Northern 
counterpart.  Both  will  report  to 
the  sales  and  marketing  manager 
Alan  Wilson  who  joined  from 
Princes  Buitoni  in  September 
1988. 

The  new  division  will 
concentrate  more  on  developing 
the  CTN,  service  station, 
independent  grocer,  wholesaler, 
cash  &  carry  and  chemist  sectors. 


Richard  Daniel  &  Son  have  appointed 
Richard  Kenneth  Wood  to  their 
board  of  directors  as  chief 
executive.  He  is  a  graduate 
chemical  engineer  and  chartered 
engineer  and  was  previously 
involved  in  ICFs  diversification 
into  bio-technology  and  seeds.  Mr 
Wood  says  his  aims  are  to  develop 
the  wholesale  and  manufacturing 
activities  of  the  company  to 
enhance  and  expand  its  good 
reputation  for  service. 

Sangers  Ltd  have  appointed  Alan 
Taylor  as  purchasing  controller 
and  Paul  Moss  has  been  promoted 
to  financial  controller. 

Welfare  Foods  (Stockport)  Ltd  have 
appointed  Chris  Hook  as  sales  and 
marketing  director  and  Helene 
Hakin  as  dietitian. 
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Manufacturing  &  Distributing  Services 


PARACETAMOL  TABLETS 

IN  BULK.  BLISTER  PACKS,  BOTTLES  OR  STRIP 
CONSUL T 

THE  WALLIS  LABORATORY  LTD 

11  CAMFORD  WAY.  SUNDON  PARK 
LUTON  LU3  3AN 
Tel  0582  584884 
Telex  825335  WALLAB  G 


EUROPE'S  LEADING  MANUFACTURER  OF 
PARACETAMOL  TABLETS  BP 


MID-OPTIC  LTD.,  FREEPOST,  DERBY  DE2  8BR 
PHONE:  (0332)  360464 


CONTACT  LENS  SOLUTIONS 


\  our  nt  \t  days 
delivery  is  jusi  a 
phone  call  awa> . 
(lontarl  us  today  tor  ;i 
\»  U  v  lisl/ordcr  form. 


1A  Lanqley  Road.  Abbots  Langley.  Herts  WD'iOEH  Kings  Langley  (09277)66751 


Shopfitting  styles 
for  modern  selling 


APEILS  -  UMDASCH  -  FAMA 

—  A  unique  approach  to 
shopfitting. 

*  Individual  styling 

*  Attractive  designs 

*  System  based 

*  Unsurpassed  quality 

*  Competitive  prices 

*  Limitless  choice  of 
finishes  to  suit  all  tastes, 

Dispensary  fittings  for  the 
professional 

*  Incredible  space  saving 

*  Easy  access  and  vision 

*  Extensive  capacity 

*  Stock  control  Feature 

*  No  lamming,  No  fall  out 


a 


Apeils  Systems  Limited, 
Unit  P,  Kingsway  Trading 
Estate,  Kingsway,  Luton,  Beds 
LU1  1  LP 

Telephone  Luton  (0582)  4571 11 


FAMA 


modifasl" 

the  professional  diet 

Meets  all  the  C.O.M.A.  working  party  minimum 
recommendations  for  a  safe  low  calorie  diet  for 
women  —  50  grams  Protein,  445  Calories  per  day* 

modifasr  is  NOT  available 
from  Health  Food  Shops. 

modifasr  is  NOT  available 
from  "Home  Counsellors". 

To  encourage  your  customer  to  lose  weight  whilst 
you  gain  prestige,  recommend  I  modifasl" 


I  KENT  Letraset  Site  Worton  Road.  Ashford,  Kent  TN23  2LL 
Telephone:  (0233)  41802  Fax  No:  (0233)  46899 

'  Average  value  Flavours  vary       full  details  on  every  pack 


Products  that  work... 
for  you  and  your  customers  \%£gzi 


CarbeUon 


CHARCOAL  COMPOUND  TABLETS 

For  fhe  treatment  of  indigestion, 
flatulence,  dyspepsia,  hyperacidity 
Available  in  packs  ot  50 
and  250  tablets 


0t 


ORAL  PROCAINE 
CAPSULES 

Available  n  boxes 
ol  30  and  150 

"nnr 

These  products  are  available  from  your 
local  wholesaler  and  promoted  direct 
to  your  customers 
' Trade  Mark 


INSECT  REPELLENT  WIPES 

NATURAL  FORMULA 
Individually  sealed  moist  wipes 
containing  synergised  natural 
Pyrethium  Protects  against  midges 
mites,  mosquitoes  etc  .  lot  up  to  6 
hours  Attractively  packed  in  10  s  lor 
impulse  purchaseand  recommendation 


T0RBET  LABORATORIES  LTD 

Maidstone.  Kenl  ME15  900  Tel  0860  319350 
A  British  owned  company 
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New  Innoxa. 


Helping  To 


Create  More 


Beautiful  Faces 


Than  Ever. 


Amazing  what  a  little  Innoxa  can  Jo  for you 

Flagging  profit  margins  are  brought  back 
to  life.  Tired  old  turnover  figures  revitalised. 
Wobbly  consumer  loyalties  restored  to  their 
former  strength. 

A  miracle  remedy,  perhaps?  More  like  an 
established  and  reliable  formula  with  added 
zest  and  fresh  ingredients 

Like  a  heavyweight  national  advertising 
campaign  in  all  the  leading  women's  magazines 
breaking  in  October. 

A  completely  new  management  team  with 
invigorating  fresh  ideas  for  the  future  of  th 
whole  range.  And  a  new  floor-standing  unit  tc 
show  it  all  off  to  its  best  advantage 

We  recommend  you  stock  up  now.  You'll  be 
delighted  at  the  faces  that  start  to  show  up 

Contact  Suzy  Kendall  on  0323  64124a 
(Fax  0323  b39375),  or  write  to:  Innoxc 
Group  Ltd.,  Beauty 
House.  Hawthorn  Road, 
Fastbournc,  Fast  Sussex, 
BN23  6QX. 


l.WPXA 
ACTIVE  LIFE 

>0    O  Net ' 


